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INFO VIEW 
The End of Future Ready 
Adding value, collaborating, and building
relationships are key themes that have emerged 
in posts to the Future Ready 365 blog. 
BY CINDY ROMAINE, SLA PRESIDENT 
Over the course of 2011, it has been my 
goal, as president of SLA, to encourage 
you to become “future ready”—that is, 
to become more adaptable, flexible, 
and resilient in your professional role. 
In my last column as your president, 
I want to reflect on the energy and 
enthusiasm I have witnessed and offer 
up a few final thoughts. 
By far the biggest initiative we 
launched to reinforce the future ready 
message was to create, from scratch, 
the Future Ready 365 blog (futur-
eready365.sla.org). It’s a daily, collab-
orative, distributed social networking 
project that answers the question, How 
are you future ready? 
As I write this, we are on calendar 
day number 284 of 2011, and on blog 
post number 284 as well. I’d like to 
highlight the truly positive results we 
have gathered and challenge all of us 
to reflect on what we’ve learned. After 
all, this was a deep discussion on how 
we are preparing ourselves for the 
future. Since some of you were brave 
enough to share your stories, let’s take 
a macro-level view of the blog and see 
what it looks like in the aggregate. 
Before we begin, let me insert this 
caveat: it is difficult to distill such a 
wide-ranging project into a few concise 
remarks. I know that inevitably, and 
unfortunately, some wonderful ideas 
will be missed, and a few subtle facts 
will get overlooked. Nonetheless, here 
are a few insights I’ve gained and some 
ideas I’d like to share. 
Hot Topics 
If you ask me, all the blog posts were 
winners. Frankly, I was thrilled that 
so many SLA members—and a few 
luminaries outside our profession— 
showed up for the conversation. It was 
invigorating to see how willing SLA
members were to share their unique 
perspectives. The content made for 
some very good reading because it was 
honest, open, and sincere. One take-
away: many SLA members are already 
engaged in some very interesting, com-
pletely future-ready activities. 
As you can see from the accompa-
nying word cloud, the following topics 
were discussed most often: 
Adding value. A constant drumbeat I
kept hearing is that information profes-
sionals add value through information 
analysis and by providing a higher level 
of deliverable to the client. 
Collaboration. The fact that collab-
oration became a major thread in 
this conversation was very reassuring. 
When information professionals are 
embedded in the essential mission of 
their clients, they provide a high level 
of analysis. 
Technology. Advanced technology is 
a cornerstone of how information pro-
fessionals execute their jobs, so its use 
is on all our minds. 
Still, it’s not all wikis and iPads out 
there. It’s been interesting to see how 
much emphasis has been placed on 
soft skills, such as building relation-
ships, understanding the client’s busi-
ness, and adapting to change. We’re 
still human beings working with other 
human beings, and playing nice counts. 
Here are a few snippets from the blog to 
reinforce this message: 
“…strong working relationships are 
often built on frequent interactions,
such as face-to-face meetings, hallway 
chats, and shared meals and social 
events. Being present in information 
users’ day-to-day work life helps them 
to see the information professional as 
a member of the group and promotes 
credibility.” Mary Talley, 22 Sept. 
“Librarians and information profession-
als can demonstrate our future readi-
ness by continuing to find and create 
innovative ways to add analytical value 
to our work.” Emily Rushing, 28 Sept. 
“What are some of the characteris-
tics that allow a person to be flexible? 
Curiosity and a willingness to experi-
ment with new ideas and technologies.” 
Anne Koopman, 18 April 
It’s actually a treat to review these 
posts. It turns out that information pro-
fessionals are a great source of inspira-
tion and advice. 
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INFO VIEW 
“We must add flexibility, insight, and 
recognition of opportunity to our essen-
tial core skills!” Deb Hunt, 27 June 
“Build for the future and embrace 
ambiguity.” Stephen Abram, 23 June 
“Watch for weirdness—it helps you think 
laterally.” Cindy Shamel, 4 October 
We can definitely conclude that SLA
members are finding new roles and 
using new skills that make them future 
ready. I don’t know about you, but just 
knowing these skills exist makes me 
feel good about our future. Examples 
include the following: 
“They call it ‘data fusion.’ I call it sexxx-
ay! This is the kind of thing that Tech 
Services needs to add to their reper-
toire.” Juliane Schneider, 15 April 
“Now I am teaching social network 
investigations and reminding the audi-
ence of the oft-missed deep and invisible 
Web, which is valuable in most criminal 
and civil cases.” Cynthia Hetherington, 
10 October 
Unexpected Discoveries 
Aside from the content of the blog, 
there is a “behind the scenes story” 
about what the Future Ready team 
learned from this “big, hairy project.” 
Hard facts. The statistics speak for 
themselves: to date, the site has gen-
erated 3.6 million hits and 342,000 
unique visits. The blog has received hits 
from all over the world, including Brazil, 
Spain, Ireland, and Poland. We must 
have gotten the SEO right! 
An amazing team. I’ve never seen a 
volunteer group take an idea further or 
faster and make it happen so well. My 
hat is off to Meryl Cole, Michelle Mayes, 
Arik Johnson, Jill Strand, Christian Gray, 
Scott Brown, Tiffany Renshaw, Sharon 
Rivers, Cindy Shamel, Jamal Cromity, 
Lorene Kennard, and many others. If 
you know them, send them a hearty 
“well-done!” e-mail. If you meet one 
of them at a future conference, shake 
their hand and hope some of what they 
have rubs off. 
There are worlds within worlds in
social media. Just signing up for a 
Twitter account does not a social media 
expert make. We found that there are 
complex strategies for being effective in 
the social media world. Did we hit the 
right chord? The statistics are good, the 
content is good, and the blog received 
mentions in many places, but there 
is always another plateau to strive for. 
After all, the Huffington Post received 
54 million hits in the last 12 months. 
SLA is not one tribe. We are many 
sub-communities of information profes-
sionals, each with its own identities, 
dreams, and aspirations. 
The real world counts, too. Social 
media is one element of any campaign. 
The message has to be reinforced 
though one-on-one conversations,
chance meetings, lengthy phone calls, 
personal contacts, and direct appeals 
that all happen, not in cyberspace, but 
in the real world. 
Work is work. Although we were all 
volunteers on this project, the team exe-
cuted at a high level. Posts were edited, 
tagged, and uploaded with profession-
alism. Contributors were thanked, and 
the site was marketed. Awesome! 
Applied Science 
Finally, here’s a tip sheet on how to cre-
ate your own daily, collaborative, distrib-
uted social networking project: 
•	 Define a higher purpose. Make it 
positive, sticky, and appealing. 
•	 Get a stellar group of SLA volunteers 
to work with you. They will excel if 
you let them. 
•	 Make sure the message is boringly 
consistent. Consistency is one of the 
hallmarks of good marketing. 
•	 Get a little bit of a budget—for candy 
bars and coffee, at least. 
•	 Build a tribe. We make better music 
when we play together. 
•	 Lather, rinse, repeat. Can I say that 
again? Lather, rinse, repeat. 
There is still time to get your story 
woven into the amazing fabric that is 
already in place, but time is running 
out! Please submit your post on how 
you are future ready to futureready365. 
sla.org. SLA 
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INSIDE INFO 
ELECTION RESULTS  ·  MEMBER ACHIEVEMENT  AWARD 
Five New Board Members 
to Take Office in January 
Deb Hunt, a former member of SLA’s 
Board of Directors (2008-2010) and 
recipient of an SLA Presidential Citation 
in 2008 for her leadership in creating 
23 Things, SLA’s online professional 
development initiative, was voted 2012 
president-elect by the association’s
members. 
Hunt leads a slate of five new board 
members who will take office on 1 
January 2012. The others are Debbie 
Schachter (chapter cabinet chair-elect), 
Ann Koopman (division cabinet chair-
elect), and Marilyn Bromley and Hal 
Kirkwood (directors). 
The election began on 7 September 
and closed on 28 September, with 
2,393 SLA members casting their votes.
The five new board members will par-
ticipate in their first board meeting 
at SLA’s annual Leadership Summit, 
scheduled for 19-22 January in Atlanta, 
Georgia. 
Hunt is an independent information 
professional and principal of Information 
Edge, which specializes in value-added 
research, knowledge services, enter-
prise content management, and library 
creation and automation. For 14 years, 
she was a senior information special-
ist at the Exploratorium, an interactive 
museum in San Francisco. She has 
worked and consulted in a number 
of different types of 
libraries, including 
academic, special 
and medical. 
Schachter is
director of learn-
ing resources at
Douglas College in 
Deb Hunt 
Debbie Schachter Ann Koopman 
New Westminster, British Columbia.
She has been active in SLA through 
the Western Canada Chapter, serving 
as chapter president (2009), align-
ment ambassador (2009-2010), trea-
surer, and communications director.
She lectures regularly at the University 
of British Columbia and co-teaches at 
Langara College in Vancouver; she also 
writes the “Info Business” column in 
Information Outlook. 
Koopman started the popular “Science 
of...” series, the Science-Technology
Division’s contributed papers program, 
and a multi-year arc of programs on 
the themes of open access, alterna-
tive publishing models and institutional 
repositories. She has served on the 
Nominating Committee, has presented 
papers and assisted with continuing 
education courses at SLA conferenc-
es, and has authored several practical 
articles about the use of various tools 
in the library environment. Since 1995, 
she has worked at Thomas Jefferson 
University, a school devoted to the 
health sciences, where she is currently 
manager of her library’s Web service, 
JEFFLINE. 
Bromley is library director at the 
Bureau of National Affairs (BNA) and 
has been active in SLA since joining the 
association in 1978. She was president 
of SLA’s Washington, D.C. Chapter in 
1992-1993 and twice served as chapter 
treasurer (1984-1987 and 1996-1999). 
At the association level, she has been 
a member of the Bylaws Committee 
(chair in 2002-2003), the Finance 
Committee, the Tellers Committee (chair 
in 1996-1998), and the Committee on 
Association Governance. She is current-
ly a member of the Washington, D.C. 
Marilyn Bromley Hal Kirkwood 
Chapter, Social Science Division, Legal 
Division, Competitive Intelligence 
Division, and Information Technology 
Division. 
Kirkwood is associate head 
of the Roland G. Parrish Library of 
Management & Economics at Purdue 
University. He has been published in 
several library journals and has pre-
sented at SLA annual conferences and 
other industry meetings. Within SLA, 
he is a member of the Business & 
Finance Division (chair in 2007), the 
Competitive Intelligence Division, and 
the Indiana Chapter. He has served 
as Webmaster for the Indiana Chapter 
and the Business & Finance Division 
and chair of the College & University 
Business Librarians Roundtable (now 
a Section of the Business & Finance 
Division). 
Debal Kar Receives Member 
Achievement Award 
Since its inception in 1999, SLA’s Asian 
Chapter has grown quickly and now 
comprises more than 200 members. 
At the SLA 2011 Annual Conference & 
INFO-EXPO, a librarian who was largely 
responsible for the chapter’s success 
was honored accordingly. 
Debal Kar, a fel-
low of the library 
and information 
center at the Energy 
Resources Institute 
in New Delhi,
India, received the 
2011 ProQuest & 
Dialog Member
Achievement Award. The award recog-
nizes an SLA member who has raised 
awareness and appreciation of the infor-
mation profession, an SLA chapter or 
division, and the association at large. 
Since joining SLA in 2005, Kar has 
taken an active leadership role within 
the association and specifically its Asian 
Chapter, which encompasses more than 
20 countries. He was elected to the 
Continued on page 15 
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INFO NEWS 
GOOGLE BOOK LAWSUIT · INFORMATION WORKER SURVEY · ETC. 
Authors’ Groups Sue 
Universities to Stop 
Digitizing Efforts 
Organizations representing authors in 
the United States, Australia, Canada, 
and the United Kingdom have filed 
a lawsuit against several universities 
seeking to block them from engag-
ing in digital lending of certain works, 
including some out-of-copyright books 
whose copyright ownership cannot be 
established. 
The lawsuit stems from Google’s
library scanning project, in which the 
company partnered with libraries at
many U.S. universities to gain access to 
works it wants to digitize. The libraries 
entered into the partnership to jump-
start their book digitization efforts; in 
exchange, Google provided them with 
digital copies of the works it scanned. 
Authors and publishers attempted 
to block this project by filing a class 
action lawsuit claiming that Google had 
violated their copyrights by scanning 
the books, creating an electronic data-
base, and displaying short excerpts—all 
without obtaining permission from the 
copyright holders. The parties to the 
suit reached a settlement, but earlier 
this year a federal judge denied it, so 
the settlement is on hold for the time 
being. 
The latest lawsuit is aimed at prevent-
ing the universities and Google from 
digitizing and releasing any additional 
works. The universities, including the 
University of Michigan and Cornell,
have created a joint repository for the 
digitized works held in their libraries. 
This repository is maintained by the 
Hathitrust, an organization that was
established to help the libraries archive 
and distribute digital works. The authors 
and publishers argue that the digital 
works are derived from unauthorized 
scans; they also question the security of 
the Hathitrust, claiming that the reposi-
tory is not controlled by the universities 
from which the scans were derived. 
In addition, the lawsuit seeks to pre-
vent the libraries from making digitized 
versions of so-called “orphan books” 
available to readers. Earlier this year, 
several universities announced they
would soon begin permitting their stu-
dents and faculty members to down-
load works the Hathitrust considers
“orphans” (i.e., out-of-copyright books 
whose copyright ownership cannot be 
determined). If attempts to locate and 
contact any copyright holders fail, and 
a work is no longer commercially avail-
able, the Hathitrust will start provid-
ing digital copies to students without 
restrictions. 
“I was stunned when I learned of 
this,” said Danièle Simpson, president 
of UNEQ, a Canadian authors’ group, 
in a statement issued by the Authors 
Guild. “How are authors from Quebec, 
Italy or Japan to know that their works 
have been determined to be ‘orphans’ 
by a group in Ann Arbor, Michigan? If 
these colleges can make up their own 
rules, then won’t every college and 
university, in every country, want to do 
the same?” 
For more information about the law-
suit, visit www.hathitrust.org/authors_ 
guild_lawsuit_information. 
As Workers Climb Ladder, 
They Leave Offices Behind 
Information workers are spending less 
time working behind their office desks 
and more time in remote locations, and 
this trend becomes more pronounced 
as they rise through the ranks, accord-
ing to a study by Forrester, a research 
and consulting firm. 
Forrester surveyed nearly 5,000 U.S. 
information workers earlier this year and 
found that approximately half of them 
now split their time between the office, 
home, and other remote locations. The 
survey also discovered that workers
become untethered from the office as 
they rise in rank—53 percent of indi-
viduals work primarily in their offices, 
but that share declines to 35 percent 
among managers and supervisors and 
drops to just 10 percent among direc-
tors and executives. 
Among the survey’s other findings are 
the following: 
Smartphones. BlackBerry still has the 
largest installed base of smartphones 
for work, but Android and Apple devices 
are becoming more popular. While 42 
percent of workers use a BlackBerry, 
Apple and Android together have a 
larger market share (thanks partly to the 
fact that IT departments are supporting 
more devices). The survey found that 
26 percent of workers now use Android 
smartphones, while 22 percent use 
iPhones. 
Social tools. Members of Generation 
Y (ages 18-31) are almost twice as likely 
as baby boomers (ages 56-66) to use 
social tools, but even their adoption rate 
is minimal—only one in six Gen Y pro-
fessionals uses social tools. Although 
companies have made (and continue to 
make) significant investments in enter-
prise social technologies, the roughly 
seven-year lifespan of these technolo-
gies within enterprises has yielded just 
a 12 percent adoption rate within the 
overall workforce. Forrester’s conclu-
sion: The market for social tools has 
thus far failed to displace traditional col-
laboration technologies (such as e-mail) 
as a preferred way to communicate at 
work. 
Tablets. Although—or perhaps
because—they are newcomers to the 
workplace, the use of tablets in the 
enterprise is exploding. The survey
found that 11 percent of information 
workers are using tablets to do their 
jobs. 
For more information, visit www.for-
rester.com. 
Corporate Boards Suffer 
from ‘Knowledge Gap’ 
Leaders of U.S. publicly-traded compa-
nies often face a “knowledge gap” on 
social and environmental issues that 
can impair their ability to perform their 
oversight responsibility, according to a 
INFORMATION OUTLOOK V15 N07 OCTOBER/NOVEMBER 2011 6
 
 
 
   
	 	 	 	 	 	
	 	 	 	 	
	 	 	 	 	 	 	
	 	 	 	 	
	 	 	 	 	
recent report. 
The report, Sustainability Matters:
Why and How Corporate Boards Should 
Become Involved, was developed in col-
laboration with a team of experts to pro-
vide guidance to directors approaching 
the task of sustainability oversight. The 
report highlights a series of issues for a 
pragmatic boardroom discussion on the 
subject of corporate sustainability. 
“Today, more than ever, corporate 
sustainability has risen to the status of 
strategic business matter and demands 
supervision from the top,” says Matteo 
Tonello, executive director of corporate 
leadership at the Conference Board, a 
global business research and member-
ship organization. “However, despite 
the extensive body of literature available 
on corporate governance and sustain-
ability as separate areas of research, 
minimal attention has been paid to the 
interaction between the two. In par-
ticular, there is limited knowledge of the 
role that should be performed by the 
board of directors in designing, endors-
ing, and overseeing the implementation 
of a corporate sustainability program.” 
The report contains several recom-
mendations for closing the knowledge 
gap, including the following: 
•	 How to articulate the business case 
for embarking on sustainability initia-
tives, which have tremendous poten-
tial bottom-line benefits; 
•	 How to conduct a stakeholder-value 
analysis and use its outcome to 
design a sustainability strategy; 
•	 How to develop a coherent set of 
metrics to evaluate the progress 
made by the company toward sus-
tainability goals; 
•	 How to communicate a sustainability 
strategy to employees and the mar-
ket while avoiding common missteps 
that could damage corporate reputa-
tion; and 
•	 How to integrate philanthropy into 
the corporate sustainability program. 
For more information, visit www.con-
ference-board.org/press/. SLA 
SLA 2012
Annual Conference & INFO-EXPO 
15 – 18 July 2012 
McCormick Place • Chicago, Illinois 
Networking, learning, and much more! 
SAVE THE DATE! 
Register Early and SAVE $$! 
www.sla.org/chicago2012 
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WORKING ACROSS GEOGRAPHICAL BORDERS 
Beyond Lines 
on a Map 
geOgraphiCal diFFerenCeS Can pOSe nUMerOUS ChallengeS, bUT
TOgeTher They Can be a pOSiTiVe FOrCe in OUr liVeS and wOrk. 
BY MARTHA FOOTE, MLIS 
“Working across geo-graphical borders”is a very timelytheme for SLA, par-
ticularly given the emphasis this year on 
being “future ready.” Geography goes 
beyond lines on a map to encompass 
differences in culture, language, time, 
and technology. 
Typically, our first experience with 
geography comes through travel. A
trip abroad often makes us aware that 
most people in the world do not speak 
English as their first language and that 
what constitutes good manners at home 
may offend people in other countries. 
My own experiences have confirmed 
these truths. For several years, I man-
aged the business library for a large 
financial services company headquar-
tered in Toronto. In addition to its offic-
es in Canada and the United States, the 
company was expanding its business 
lines in Asia. This presented real chal-
lenges for the library as we worked to 
deliver information services to clients in 
different time zones and cultures. 
I recall receiving a telephone call 
one day from an employee in an Asian 
country. It was probably the middle 
of the night for him, and he didn’t 
speak much English, which made it 
very difficult for me to understand him. 
Eventually I was able to determine what 
he wanted and connect him with the 
information he sought. 
This experience reminded me that I
needed to understand the geographic, 
cultural and language barriers within 
the organization. From that point for-
ward, I made sure to meet with senior 
executives from the Asian offices when 
they were in Toronto. It helped remind 
them that the company had a library, 
MARTHA FOOTE is board general manager at libraryCo inc. 
in Toronto and a member of the Information Outlook advisory 
Council. 
and allowed me to understand their 
information needs and the potential 
geographic and cultural barriers to serv-
ing them. 
The four theme articles in this issue 
provide additional experiences and 
perspectives on the topic of working 
across geographical borders. Margaret 
Ostrander, for example, discusses the 
effects of geography and culture on 
user experience testing, which her team 
conducts as part of almost every large 
project within her organization. She 
identifies challenges that she and her 
colleagues must resolve, such as when 
English is not the first language of most 
project participants, some countries
lack sufficient technical bandwith, or 
different work cultures are in place on 
the same project. 
Another theme article author, Gayle 
Gossen, describes her experience liv-
ing in Canada and commuting to the 
United States for work, which she did 
for two years. She had to address issues 
that most of us do not confront in our 
jobs, including the need to maintain a 
valid passport, keep track of currency 
exchange rates, endure travel delays 
and restrictions, and cope with the iso-
lation that this sort of lifestyle can foster. 
8 INFORMATION OUTLOOK V15 N07 OCTOBER/NOVEMBER 2011 
 
 
     
While many people think Canada and 
the United States are essentially identi-
cal, Gayle points out that differences 
between the two countries can range 
from the simple (spelling) to the more 
complex (healthcare delivery). 
Sean Smith’s article is written from 
the perspective of a vendor. He dis-
cusses cultural and national differences 
that can affect relationships between 
vendors and clients, particularly those 
in Asia and other developing regions. He 
dispels the myth that information tech-
nology solves these problems, pointing 
out that while it facilitates communica-
tion, it does not necessarily facilitate 
connection. Business practices in most 
countries, he explains, are different
from those in North America, and ven-
dors must understand and embrace 
these differences if they wish to be the 
service or product provider of choice. 
The final article, by Karen White, 
Fatamata McCormack and April Knepp, 
discusses an online needs assessment 
conducted by a U.S. government agen-
cy with staff in the United States and 
more than 80 other countries. The 
assessment was especially important in 
light of significant changes in technolo-
gy that had occurred since the previous 
needs assessment had been conducted 
more than a decade earlier. 
These articles illustrate that, rather 
than seeing geography as a barrier, we 
should see it as a positive force in our 
lives and work. It gives us the oppor-
tunity to learn more about our profes-
sion and to become less fixated on our 
own world. As you read these articles, 
you will likely find many commonalities 
between your own work experiences 
and those of the authors. SLA 
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WORKING ACROSS GEOGRAPHICAL BORDERS 
Building Global 
Relationships: A 
Vendor’s Perspective 
COMMUniCaTiOn, TrUST and FlexibiliTy are eSSenTial TO bUilding rela-
TiOnShipS, all The MOre SO when diFFerenT CUlTUreS and expeCTaTiOnS
are inVOlVed. 
BY SEAN SMITH 
T he late Thomas P. “Tip” O’Neil, former speak-er of the U.S. House ofRepresentatives, was fond 
of saying that “all politics is local.” In 
today’s Internet-fueled global business 
environment, it may be said that all 
business is local. 
The Internet and e-mail have all 
but eradicated many of the barriers 
to international communication relating 
to time, location and even language 
differences. Consequently, many busi-
nesses that once were limited by these 
barriers are now capable of operating 
internationally. Put simply, the client 
whose office is thousands of miles away 
is now, in many respects, as close as 
the client whose office is three doors 
down the hall. 
The challenge today is not so much 
how to reach clients internationally, but 
how to build and maintain successful 
relationships with those clients once 
contact has been established. For a 
vendor, the success or failure of these 
efforts often hinges on the vendor’s 
ability to understand and meet its cli-
ents’ needs. Vendors must also antici-
pate, and be sensitive to, cultural and 
national differences (especially in Asia 
and developing regions) that can affect 
business relationships. 
This challenge is especially critical 
in the information industry, which is 
undergoing seismic shifts in information 
usage and expectations. Information 
professionals must deal with rapid-
ly changing technologies and ever-
increasing demands to show positive 
returns on investments in information 
and information solutions. 
Building and maintaining successful 
relationships of any kind is not easy. 
Three traits, however, are common 
and perhaps essential to all successful 
relationships: communication, trust and 
flexibility. This article will examine how 
each of those traits can be employed to 
build and maintain successful relation-
ships in the global information environ-
ment. 
Communication Challenges 
Often, the first barrier to effective global 
communication is making connections 
with information professionals who not 
only recognize their unmet workflow 
needs but have the will, authority and 
resources to address them. While there 
is no doubt that advancements in elec-
tronic, Web-based communication have 
made it easier and more affordable to 
conduct business, these advancements 
also have their drawbacks. Making con-
nections is complicated enough face-
to-face; making connections from thou-
sands of miles away, with potential 
SEAN SMITH is an information industry professional with more than 12 years of 
experience marketing content and workflow solutions in the life sciences sector. he 
is vice president of marketing for QUOSa, inc., a member of Sla’s Maryland and 
washington, d.C. Chapters, and a member of the legal and pharmaceutical & health
Technology divisions. Contact him by email at seans@quosa.com. 
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WORKING ACROSS GEOGRAPHICAL BORDERS 
differences in language, culture and 
business practices to overcome, is even 
harder. 
For vendors, making the right connec-
tions requires addressing two additional 
challenges. First, most information pro-
fessionals are very busy; second, they 
often are wary of vendors, especially 
vendors who believe that their solution 
is the best solution. Thus, unless an 
information professional is aware of a 
specific pressing problem or need, it is 
hard to get his or her attention. 
Even information professionals who 
are aware of a problem or need may 
not be ready to address it. The reasons 
are many, including lack of authority 
or money, competing priorities, and no 
desire to change. As one librarian for a 
non-governmental organization candid-
ly admitted at an SLA chapter dinner, 
“I know I should be more interested in 
the latest technology, but I’m just not.” 
She then added, “We have our ways 
of doing things, and even if they’re not 
perfect, they’re better than starting all 
over from scratch with a new system 
and having to retrain everyone.” 
Other information professionals are 
worried that technology-based solutions 
will make them redundant and ulti-
mately cost them their jobs. And while 
certainly not all technological advance-
ments have been good for information 
professionals, many information solu-
tions can eliminate the more tedious, 
time-consuming aspects of their jobs, 
allow them to work more effectively, and 
help them add more value. 
Given these challenges, convincing 
information professionals to discuss
their needs, much less watch a product 
demonstration, is tough enough face-to-
face. Convincing them from thousands 
of miles away can be nearly impos-
sible. Factor in differences in language, 
culture and business practices, and 
the challenge can seem overwhelming. 
And although it would be preferable to 
build new relationships in person, most 
workflow and technology vendors don’t 
have the personnel, particularly in Asia 
and other developing regions, to do this 
everywhere at once. 
Facilitating Connections 
The issue of whether English is the lan-
guage of the Internet is hotly debated 
and, indeed, considered offensive by 
many. Not surprisingly, however, most 
U.S.-based vendors communicate with 
their clients primarily in English. Usually 
this does not present a challenge, espe-
cially when dealing with corporate cli-
ents who work for multinational compa-
nies. Nor does it pose difficulties when 
the clients are large academic or gov-
ernment entities accustomed to dealing 
with English-speaking vendors. 
Vendors who came of age in the 
Internet era, as well as most of their 
clients, are comfortable participating 
in meetings, product demonstrations, 
trainings, and customer support pro-
grams that are Web- and telephone-
based. This is generally true regardless 
of location or nationality. For example, 
given the option of Web-based or onsite 
training, most clients actually prefer the 
convenience and cost savings of Web-
based training. Additionally, Web-based 
training sessions can more easily be 
recorded and saved for reuse. 
Thus, in the virtual world of the 
Internet, geographic borders practically 
cease to exist. There is, however, at 
least one drawback to using technol-
ogy—it facilitates communication, but 
not necessarily connection. 
“Online global relationships tend to 
be ‘all business’—sometimes technol-
ogy leaves little room for small talk,” 
says QUOSA President Malcolm
MacKenzie. Nonetheless, QUOSA, like 
many vendors, relies primarily on Web- 
and phone-based meetings for regular 
client contact. To get to know clients 
personally, QUOSA takes full advan-
tage of industry conferences and inter-
national events, like the SLA Annual 
Conference. 
The Importance of Trust 
Making connections with informa-
tion professionals also takes time and 
requires considerable trust. But what 
does trust mean for vendors provid-
ing products or services to information 
professionals in the global environment? 
How is trust earned, and how much 
does that process vary from one culture 
to the next? Finally, how can a vendor 
build trust by helping information pro-
fessionals succeed? 
For example, in the United States, it 
is not uncommon to enter into business 
deals with people based on little more 
than their professional reputation or 
information posted on their Website. A
basic level of competence is assumed; 
trust is earned over the course of the 
relationship. Such trust is based on tan-
gible measures, such as performance, 
meeting or exceeding expectations,
and, ideally, showing a profitable return 
on investment. Personal characteristics, 
such as likeability, may not even be 
factored into the equation. 
Thus, it is not uncommon for vendors 
in the United States to rely on organic 
growth fueled by the strength of their 
reputations. Word-of-mouth recom-
mendations from existing customers
are most often the key to this kind of 
growth. These can take the form of 
peer-to-peer recommendations, case 
studies presented at conferences, or, 
as often happens within multinational 
corporations, recommendations from
inter-departmental or international col-
leagues. 
This is not the case in some countries 
and cultures, many of which measure 
and build trust differently, even within 
business contexts. For example, people 
in much of Asia place a significant 
emphasis on building relationships and 
trust prior to doing business. In such 
countries and cultures, networking 
and introductions can be vital to suc-
cess. U.S. vendors hoping to conduct 
business abroad should take time to 
investigate and understand this and 
other potentially sensitive issues prior 
to engaging with people from other cul-
tures or nationalities. 
QUOSA’s international growth, for
example, has come mainly from estab-
lishing a solid core of top life science 
customers in the United States, includ-
ing U.S. subsidiaries of Europe- and 
Japan-based parent companies, and 
using them to open doors in other 
INFORMATION OUTLOOK V15 N07 OCTOBER/NOVEMBER 2011 11 
 
     
 
 
    
 
     
 
 
 
 
   
   
     
   
WORKING ACROSS GEOGRAPHICAL BORDERS 
Vendors need to create solutions that are ed of an American Library Association 
study that classified the personalitymodular and scalable enough to meet the traits of a range of librarians and infor-
needs of a few users or a few hundred mation professionals, identifying seven 
thousand users. 
areas. New international relationships 
may begin with an introduction and be 
followed by a series of meetings and 
demonstrations, but buyers often want 
extended trials and even pilot programs 
(i.e,, rolling out a product on a limited 
basis for several months) to make sure 
the product meets their needs prior to 
committing. 
“Frequently, it is our North American 
affiliates that introduce us in other
regions,” explains Andrew Carver, direc-
tor for Europe, Middle East and Asia at
QUOSA. “Global enterprise licenses are 
cultivated over time, not born over-
night.” 
Once vendors enter into relationships 
in the information industry, they can 
expect long-term trust to rest on their 
ability to understand and meet their 
clients’ information needs. Margaret
Basket, customer relationship manager 
with QUOSA, emphasizes that careful 
planning and timely execution are vital 
to the success of global relationships. 
“Be sure to have frequent regular 
meetings with clients, create meeting 
agendas, and make meetings produc-
tive by setting action items and follow-
ing up,” she says. “Otherwise, long-dis-
tance projects can easily get derailed.” 
Lastly, all information professionals 
face a complex series of demands. 
Vendors that show an understanding of 
the demands those pressures create, 
and go the extra mile to help informa-
tion professionals meet those demands, 
will certainly earn their trust. 
The Key to the Future 
Perhaps no other industry has under-
gone as many changes as the informa-
tion industry has in the past decade. 
The entire industry, including informa-
tion professionals, is facing a crisis that 
a recent Outsell report calls, “Too much 
information and not enough time.” This 
crisis has rattled publishers, vendors, 
information professionals, and IT pro-
fessionals alike, forcing them to face 
a future where the only thing that will 
matter is, as Outsell says, “getting the 
right information to the right person 
at the right time in the right format” 
(Bousfield and Fooladi 2010). 
Those who want to be part of that 
future must learn to be more flexible. 
For many vendors, this will require 
becoming more agile and responsive to 
their global business partners’ needs. 
In the context of global business
relationships, flexibility simply means 
that one size does not fit all. To be 
competitive, information industry ven-
dors need to create solutions that are 
modular and scalable enough to meet 
the needs of a few users or a few hun-
dred thousand users. Solutions need to 
be quickly deployable and easily con-
figurable, capable of responding read-
ily to changing business and informa-
tion needs. Also, vendors must provide 
more ways for information professionals 
and end users to participate directly 
in a dynamic, ongoing development 
process. Similarly, vendors need to be 
responsive in terms of service, support, 
training, and online resources. 
Flexibility in global relationships can 
also mean the ability to tailor informa-
tion solutions to meet local laws, stan-
dards or client-specific requirements, 
thereby underscoring the point that all 
business is indeed local. For example, 
a Europe-based life science compa-
ny needed to have QUOSA’s literature 
management workflow solution config-
ured to help ensure proper enterprise 
copyright observance across multiple 
jurisdictions. 
Looking Ahead 
As we move forward into an exciting 
(albeit uncertain) future, I am remind-
different types. Perhaps the most inter-
esting type was a group the study
identified as “adaptive other information 
professionals.” The study described this 
group as “possessing a visionary work 
style.” The group also received high 
scores for “adaptability, assertiveness, 
autonomy, customer service orienta-
tion, emotional resilience, extroversion, 
openness, optimism, teamwork, and 
work drive” (Loy 2008). 
As vendors work to build and nurture 
lasting relationships with information 
professionals, let’s take some inspira-
tion from the “adaptive other informa-
tion professionals” and try to cultivate 
more of their qualities in ourselves. To 
continue breaking down the barriers 
to international and intercultural com-
munication, trust and flexibility, vendors 
should look for ways to expand this 
dialogue. One place to start is by par-
ticipating more fully in industry events, 
online forums and social media; we can 
also look for new, creative approaches, 
such as hosting international Webinars 
to bring professionals together online to 
share best practices and other useful 
information. SLA 
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WORKING ACROSS GEOGRAPHICAL BORDERS 
Working and Living 
in Different Countries
wOrking in One COUnTry and liVing in anOTher pOSeS a VarieTy OF
lOgiSTiCal and CUlTUral ChallengeS, eVen iF The COUnTrieS haVe 
MUCh in COMMOn. 
BY GAYLE GOSSEN, MLIS 
F or more than two years, Ilived in one country (Canada) while working in another (the United States). I loved the 
experience and I’m grateful to Dow 
Jones, my employer at the time, for the 
opportunity. It was wonderful to experi-
ence the various differences between 
the two countries, but that experience 
also came with a price—there are many 
considerations, both practical and 
impractical, that affect such a situation. 
I was extremely happy with the arrange-
ment until, to no one’s surprise but 
perhaps my own, I suddenly wasn’t—at 
which point I realized I needed to live 
and work in the same country. 
The practical considerations of work-
ing in another country meant that I
always needed to ensure my documen-
tation and finances were in order. Most 
people can go to work if they have an 
expired passport or no cash in their 
wallet, but forgetting my passport would 
mean missing my flight and subsequent 
meetings, while losing it or letting it 
expire would mean not getting to work 
at all. These are the kinds of delays you 
can never blame on the airlines. (Note: 
Everyone understands airline delays
and will adjust their schedules to com-
pensate.) 
Provided my documentation was in 
order, I could still get stuck in the airport 
at the other end if I arrived without the 
appropriate currency. Most countries 
will take the U.S. dollar, but no country 
outside of Canada recognizes that the 
Canadian dollar is actually money. 
Foreign exchange is another admin-
istrative issue. First, I needed to be 
reasonably aware of the exchange rate 
so that I did not overspend on discre-
tionary purchases that could wait until 
I arrived home. Second, I needed to 
remember the exchange rate I actu-
ally paid so I could account for it in my 
expense reports. This was easier said 
than done—I might have had $20 left 
over from a previous exchange trans-
action, but needed to have another 
amount of money converted at a new 
exchange rate. 
To make matters worse, the banks 
charged anywhere from 5-10 percent 
for the pleasure of cashing a check in 
another currency, so I had a second 
opportunity to lose money. I tried to 
open a U.S. dollar account to consis-
tently work in that currency, but bank 
policy demanded that my checks be 
converted into Canadian dollars, then 
be converted back into U.S. dollars for 
deposit—a transaction that generated 
an associated service fee. I’m certain 
that I lost money over the years due to 
exchange rates. 
Additionally, if I landed in a city
whose airport did not provide a bank-
ing machine that supports cross-border 
banking, or if the local taxi company 
didn’t accept credit cards, I could expe-
rience some awkward moments when I
arrived at my destination. (Many cities 
force taxis to accept credit cards, but I
GAYLE GOSSEN worked as a newspaper librarian for more than 
a year before moving into sales and marketing positions for 13 
years. She is now a sales and marketing consultant, helping 
companies improve their sales revenue and marketing efforts. 
She can be reached at gayle.gossen@gmail.com. 
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WORKING ACROSS GEOGRAPHICAL BORDERS 
Does the fact that there are 10 to 15 
Americans for every Canadian affect 
their respective cultures? 
found that a suspiciously large share of 
taxi drivers did not have operable credit 
card machines, and they demanded 
cash payment upon arriving at the des-
tination.) 
Working in a different country also 
means living out of a suitcase, and 
doing this well takes practice. It is 
important to maximize your wardrobe 
choices while also limiting the amount 
of clothing you pack to comply with 
carry-on luggage restrictions. I color-
coordinated my ensembles every week 
to enhance my options, and I’m pretty 
sure no one ever noticed that I was 
dressed in a single color one week and 
a different color the next week. 
Staying in a hotel makes you depen-
dent upon others for everything you 
need. Someone prepares your food, 
pours your coffee, chooses your hotel 
room (and, thus, your view), and selects 
the fitness equipment on which you 
exercise. These are people you may 
never meet, yet they affect your life in 
significant ways. 
Have I mentioned the airlines?
Inconsistent service levels mean you 
need to bring your own earphones, 
blanket and food in case the airline 
you’re using has cut back on ameni-
ties since the last time you flew on its 
planes. Keep in mind that different air-
lines have different rules and cultures, 
and behavior that is permissible on one 
airline can result in a reprimand on 
another. 
For example, when flying a Canadian 
airline into the United States, you are 
allowed to listen to earbud headphones 
during takeoff and landing. No American 
airline allows this. E-readers sometimes 
have to be turned off, but other airlines 
treat them as books and allow you to 
keep them powered. 
Just as service levels can differ from 
airline to airline, airport security sys-
tems can change from flight to flight. 
Each time there was a terrorist threat 
in an airport somewhere in the world, 
security procedures tightened and the 
lines got longer. I turned it into a per-
sonal challenge and tested each airport 
to see which ones would require me 
to remove liquids from my carry-on 
luggage, take off my shoes, or power 
up my laptop computer. I noted that 
airports in capital cities typically had 
tighter security systems and more har-
ried security staff. 
Using airlines to travel to work means 
you spend a large amount of time alone, 
with little to do while standing in lines 
and waiting to board flights. I would 
work whenever I could and got used 
to tuning out noisy environments, but I
still had a tremendous amount of time 
to observe other travelers as an anthro-
pologist might, and I spent a lot of time 
thinking about cultural differences. 
Bridging Cultural Gaps 
I observed that there are many cultural 
differences between Canada and the 
United States, although we have much 
more in common than many countries. 
(For example, we watch TV programs 
created in each other’s countries, and if 
you live near the border, you get radio 
programs as well.) Some of those dif-
ferences extend to our respective lan-
guages, both written and spoken. 
For example, as I’ve been writing this 
article, I’ve been removing the “u” from 
many words (such as neighbour) and 
completely changing the spelling of
some words (such as cheque). If I were 
speaking, I would have to remember 
to draw out the “o” in process so that 
it sounds like praw-cess rather than 
how I say it when in Canada, which is 
pro-cess. Most tellingly, I have largely 
conditioned myself to stop saying “eh” 
at the end of a statement, as is the cus-
tom in Canada. 
Some habits are tougher to break. For 
example, in Canada we use the term 
ABM (for automated banking machine) 
to refer to a kiosk from which you can 
withdraw money without speaking to a 
teller. In the United States, it’s called 
an ATM, for automated teller machine. 
Granted, it’s a difference of just one let-
ter, but it causes people to stare at you 
blankly for a moment until the alternate 
meaning catches up with both of you. 
These and other differences led me 
to wonder who is responsible for bridg-
ing a cultural gap, even a small one. 
Do I conform to my audience, or do I
ask them to do the mental work nec-
essary to interpret me? In the end, I
determined that since I was a visitor 
and was in a foreign country to conduct 
business, it was my responsibility to 
conform to my hosts’ customs. (When 
on vacation, I feel I should do no mental 
work whatsoever!) It is, after all, fairly 
easy to remember to remove a “u” from 
a word and to change the pronunciation 
of a word here and there. 
It is more difficult to conform to 
social niceties, as I discovered when 
President Obama’s healthcare plan was 
being debated while I was living and 
working in both countries. In the early 
days, there was much speculation (but 
not much actual information) about
what the healthcare plan might look 
like. Despite my efforts to conform to 
U.S. language, accent and spelling 
customs, most of my clients quickly 
determined I was Canadian and wanted 
to hear my perspectives on socialized 
medical care in Canada. It led to some 
interesting conversations, and I confess 
I repeatedly broke the “never talk poli-
tics” rule. 
These conversations caused me 
to reflect on the origin of the issue. 
Canada is a commonwealth country, 
with ties still to the British monarchy. 
The United States, conversely, broke 
with the monarchy (yet still gleefully 
14 INFORMATION OUTLOOK V15 N07 OCTOBER/NOVEMBER 2011 
 
 
    
      
       
     
 
 
 
        
     
      
 
 
 
 
 
  
 
 
 
 
 
  
 
   
   
   
 
 
follows the antics of the royal family in 
the press) over issues related to free-
dom and individuality. Does that make 
Canadians more likely to obey authority, 
and Americans more likely to stand as 
individuals? 
Another cause for reflection: Does the 
fact that there are 10 to 15 Americans 
for every Canadian affect their respec-
tive cultures? I know that Canadians 
are often characterized as polite and 
friendly, so perhaps there is something 
to this. I once sat next to someone on 
an airplane who told me that if he ever 
got divorced, he would come to Canada 
to find his next wife. (I don’t think I
mentioned anything about striking up 
conversations with your seatmates on 
airplanes.) 
More Energy Required 
Notwithstanding the inconveniences
and expense, I found my two-plus years 
living and working in different countries 
to be a great experience. I would sug-
gest that if you are considering doing 
the same, you should first evaluate your 
energy level. Traveling across borders, 
adapting to different time zones and 
adjusting to new cultures—in addition 
to putting in a regular work day—takes 
a lot of energy. You also should be able 
to “read” people and social situations 
and be able and willing to adapt your 
behavior to remove social “noise” from 
business situations. 
If you crave or are even interested 
in diversity, are naturally curious, and 
are able to endure the potential frustra-
tions of air travel, you should consider 
career opportunities in other countries. 
The free trade agreement between the 
United States and Canada allows librar-
ians from each nation to work in the 
other under a TN visa, which is much 
easier to acquire than any other type of 
visa. Many of our colleagues within SLA
have taken advantage of this opportu-
nity, and any position that requires an 
MLS degree is eligible. I would encour-
age all who are willing and able to capi-
talize on this situation. SLA 
Inside Info 
Continued from page 5 
chapter’s board of directors and served 
as secretary in 2005 and president in 
2008. Following his term as president, 
he continued to lead the chapter as 
membership chair in 2009. 
Among his many notable achieve-
ments, Kar was instrumental in plan-
ning the Asian Chapter’s first signifi-
cant event, a 2005 conference on IT 
applications in special libraries. The 
conference drew 250-plus participants 
to India, more than double the pro-
jected attendance. After the conference 
ended, Kar began planning another
major chapter event, the Benchmarking 
and Best Practices in Special Libraries 
Conference, held in February 2007. 
That conference also drew a larger-
than-expected audience, with 300 
information professionals attending. 
In addition to these conferences, Kar 
organized the chapter’s first internation-
al meeting, in New Delhi in 2008. The 
conference drew 400-plus information 
professionals from 18 countries and 
featured 75 paper presentations, 4 key-
note addresses, and several energetic 
panel discussions. Besides bringing 
together chapter members to converse 
and share insights, the conference took 
an important step toward increasing 
SLA’s international scope. 
Kar is a member of SLA’s Environment 
& Resource Management, Social 
Science, and Science and Technology 
Divisions. He also writes for and helps 
distribute the Asian Chapter’s newslet-
ter and has created various awards and 
scholarships to send library and infor-
mation science students from Asia to 
SLA conferences in the United States. 
The Member Achievement Award is the 
latest of his many honors—he received 
SLA’s Diversity Leadership Development 
Program Award in 2007 and an SLA
Presidential Citation in 2009. SLA 
Info File 
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of interest to information professionals may be 
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sent to editor@sla.org, with a subject line of “letter 
to editor.” all letters should include the following: 
writer’s name, Sla volunteer title (if applicable), 
city and state/province, and phone number. (we 
won’t publish the phone number, but we may wish 
to call for verifcation.) letters may be edited for 
brevity or clarity—or to conform to the publication’s 
style. letter writers will have an opportunity to ap-
prove extensive editing prior to publication. 
Permissions 
authors may distribute their articles as photocop-
ies or as postings to corporate intranet or personal 
web sites—for educational purposes only—without 
advance permission. in all cases, the reprinted 
or republished articles must include a complete 
citation and also reference the Url www.sla.org/ 
content/Shop/information/index.cfm. 
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WORKING ACROSS GEOGRAPHICAL BORDERS 
Considerations for 
Cultural Competence 
COndUCTing USer TeSTing wiTh TeaM MeMberS in diFFerenT COUnTrieS
and regiOnS pOSeS a VarieTy OF ChallengeS, Many OF whiCh CannOT
be SOlVed by TeChnOlOgy. 
BY MARGARET OSTRANDER, MLIS 
T homson Reuters, a leading source of information forbusinesses and profession-als, has an extensive global 
footprint, with offices in more than 100 
countries. Within Thomson Reuters,
the Corporate Online Communications 
team is widely dispersed, ranging 
from Minnesota in the United States 
to London in the United Kingdom to 
Bangalore in India. The team is charged 
with business ownership of the corpo-
rate intranet and the thomsonreuters. 
com Web presence, thereby serving an 
internal and external customer base on 
a global scale. 
Testing Users on a Global Scale 
A key area where the team interfaces 
with customers is through user experi-
ence testing, which is conducted as 
part of nearly every major project. Test 
participants are recruited based on 
several characteristics, with geographic 
location a paramount factor. For exam-
ple, when recruiting internal users from 
within Thomson Reuters, the selection 
process mimics the internal composi-
tion of the company, drawing specific 
percentages of users from five discrete 
regions: Asia/Pacific islands, continen-
tal Europe/the Middle East/Africa, Latin 
America, the United Kingdom, and 
North America (the United States and 
Canada). 
The logistics of conducting user test-
ing on a global scale require signifi-
cant commitments of time and effort 
compared to testing only users who 
are in the same location as the testing 
moderator. Remote testing, which uti-
lizes desktop sharing to view the user’s 
screen, movements and interactions
with the site being tested, is used with 
all participants to avoid introducing a 
bias—if some users underwent remote 
testing and others met in-person with 
a moderator, the differences between 
remote and in-person testing protocols 
could skew the results. 
Remote testing requires the Corporate 
Online Communications team to budget 
sufficient time within each session for 
users to become comfortable with the 
technology. Additional prompting by the 
testing moderator is sometimes neces-
sary so that users are reminded to think 
out loud as they use the site. Testing 
moderators in the United States also 
need to be prepared to accommodate 
participants’ schedules—for example, 
testing often starts as early as 5:30 a.m. 
for users in India and goes as late as 
10:00 p.m. for Japanese users. 
Most of all, patience and understand-
MARGARET OSTRANDER, manager of search at Thomson reuters, is an information professional who enjoys 
connecting people with knowledge through innovative uses of technology. her conference presentations have
taken her from Minnesota to Croatia, and her work on information-seeking behavior has been published in two 
international journals. She was recently honored as a co-recipient of the innovation in action award from the 
Minnesota Chapter of Sla, and was named an Sla rising Star in 2009. Connect with her at http://www.linkedin. 
com/in/margaretostrander. 
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ing are needed during those times
where technical glitches occur, so that 
users remain comfortable, do not blame 
themselves for such problems, and 
remain willing to provide honest feed-
back. On a positive note, desktop shar-
ing applications offer the advantage of 
easily recording each session, freeing 
moderators to focus on their interac-
tions with users and watch the replay 
later to record notes as needed. 
Results of user testing tend to show 
more commonalities than differences 
in how people from various regions 
interact with online products and ser-
vices. Still, distinctions do emerge— 
distinctions that cannot be overlooked 
and that underscore the importance of 
selecting a globally diverse set of users. 
For example, in some locations, lower 
technical bandwidth may adversely
affect users’ interactions with features 
on a site; in others, what may have 
been thought to be an exciting title for 
a site or a clever name for a navigation 
element can be quite confusing to users 
whose primary language is not English. 
Collecting solid feedback from a global 
set of users forms the basis for glob-
ally competent recommendations for
usability changes. 
Overcoming Language Barriers 
When providing services to customers, 
a multilingual focus is often paramount. 
For example, in a recent enterprise 
search implementation at Thomson 
Reuters, the majority of content indexed 
was in English—not surprising, given 
that it is the language of business within 
the company. Yet the non-English con-
tent, though rare, remains crucial for a 
user base that is spread across more 
than 100 countries. 
The requirements for the project
mandated that the enterprise search 
solution index and handle all languages 
represented within the company to the 
same degree of precision and accu-
racy as English. Chinese, Japanese and 
Korean content was tested rigorously 
to prove that the search solution could 
adequately index and retrieve two-bit 
characters. 
Language differences can also affect 
More than anything else, a human 
connection is needed within a meeting, 
whether virtual or face-to-face. 
the ability to work together as a team 
or to interact well with customers. For 
example, until you become accustomed 
to hearing a certain accent, the odds 
that you will misunderstand someone 
who speaks with that accent remain 
extremely high. Respectfully asking the 
speaker to repeat himself is the best 
way to address this problem. 
If it is evident from the start that 
significant language differences exist 
within a group whose members are new 
to one another, try simply acknowledg-
ing this fact. When opening a meeting, 
invite participants to kindly ask for clari-
fication whenever needed and dem-
onstrate how to do so. This can help 
decrease the understandable desire not 
to offend others and alleviate feelings of 
embarrassment that can keep people 
from speaking up when confusion aris-
es due to language differences. When 
people have a clear way to address 
language differences without fear or 
shame, the risk of miscommunication 
is minimized. 
It is worth noting that vocabulary 
and accent differences can exist even 
among those who speak the same 
language, not just those whose primary 
languages are different. For example, it 
can be fascinating to hear the various 
expressions found within the many dia-
lects of English that are spoken around 
the world. 
Addressing Cultural Differences 
Even when language is not a bar-
rier, varied models of work cultures 
are often present in global teams. For 
example, in the United States, it is 
considered an asset for a knowledge 
worker to think of something that had 
not occurred to his or her boss or to 
voice a concern on behalf of the team 
directly to a supervisor. U.S. employees 
thus may see their colleagues from 
India as reluctant to voice an opinion 
or provide direct feedback (especially 
to authority figures) and as overly eager 
to please Westerners. Conversely, they 
may consider their colleagues from
the United Kingdom to be excessively 
blunt. Skilled management of these dif-
ferences is essential for global teams to 
be successful, as is understanding that 
all team members contribute valuable 
ideas even though the manner in which 
they present such input may differ. 
Cultural differences can also play
out within different regions of a single 
country, as no one nation has mono-
lithic work and communication styles. 
This is very apparent among workers in 
the United States—in New York, unique 
ideas are very much prized, whereas in 
Minnesota, the ideal is to get along with 
co-workers and hear everyone else’s 
opinion while still communicating your 
own thoughts. A clash between what 
is commonly referred to as “Minnesota 
nice” and the more direct commu-
nication style of New Yorkers can be 
as much of a cultural difference as is 
found across many national borders. 
Being in the Same ‘Room’ 
An additional challenge is for everyone 
on a global team to be in one place 
at one time, even in a virtual environ-
ment. All team members must possess 
competencies in leveraging collabora-
tion technologies and conducting virtual 
meetings. 
It is not uncommon for knowledge 
workers on global teams to attend 
meetings all day without leaving their 
desks. Productive virtual meetings are 
not unlike face-to-face meetings— 
they require excellent facilitation, well-
defined goals and objectives, and a 
focus on an actionable agenda. Giving 
direct instructions at the start of the 
meeting to shut down e-mail, chat
INFORMATION OUTLOOK V15 N07 OCTOBER/NOVEMBER 2011 17 
 
 
 
  
    
  
     
   
 
 
 
   
      
WORKING ACROSS GEOGRAPHICAL BORDERS 
and other technological distractions
helps keep people engaged in virtual
meetings. 
Desktop sharing tools are encouraged 
to create a common focus for the group, 
particularly for longer meetings. Having 
the facilitator display the meeting min-
utes or agenda via desktop sharing can 
help meeting attendees focus and pay 
attention as well as help clear up verbal 
miscommunications. Budgeting more 
time for meetings where collaboration 
technologies are being used is encour-
aged so that, when technical snags 
happen, the group is still able to get 
through the content of the meeting. 
More than anything else, a human 
connection is needed within a meeting, 
whether virtual or face-to-face. Absent 
the aid of Webcams or other videocon-
ferencing technologies, simply having 
a picture of the person’s face can help 
humanize a colleague who otherwise is 
a disembodied voice on the other end 
of a teleconference. This is particularly 
beneficial when meeting virtually with 
someone you haven’t met yet in person. 
During a call, looking at a photo of the 
person with whom you are meeting can 
help facilitate an increased sense of 
trust and authenticity. When presenting 
to a global audience, displaying a photo 
of yourself can also be effective. 
When planning meetings, use a tool 
like timeanddate.com to identify times 
that work well for all. It can be quite 
off-putting, for example, for a colleague 
from Manila to receive an invitation 
to a meeting at 1:00 a.m. Philippine 
Time (PHT) from a North American 
colleague. This can signal to colleagues 
that they are going to be dealing with 
someone with a North American-centric 
view rather than a global view. 
Flexibility with meeting times is also 
essential. All too often, the expectation 
is for the rest of the world to conform to 
the scheduling needs of North American 
workers. More give and take is needed 
here—U.S. employees must find ways 
to take a late-evening meeting with col-
leagues from Tokyo or come in early for 
a meeting with those in Hyderabad. 
Judicious use of meetings is a neces-
sity for global teams, making the use 
of collaboration technologies all the 
more important. Discussion boards and 
group forums are two examples of asyn-
chronous technologies that can help 
with ongoing communication and proj-
ects. Communally editable documents 
are another handy tool, especially when 
real-time synchronous collaboration 
with other team members is available. 
Another common synchronous technol-
ogy is chat, now all the more pervasive 
with the rise in mobile devices and a 
great way to stay and feel connected to 
global co-workers. 
Perhaps the most notable collabora-
tion opportunities for global teams can 
be found in the advent of social technol-
ogies within the enterprise. For exam-
ple, secured, enterprise-wide microb-
logging can grow organically as an 
easy-to-use tool for global teams, but it 
is also a method for cross-team connec-
tions spanning organizational boundar-
ies like business units. Conversations in 
this virtual space can happen between 
developers launching one product line 
in Beijing and technologists launch-
ing another in Oslo. The potential for 
lightning-quick knowledge sharing in 
this type of connected global workspace 
is truly astounding. 
Finding Global Opportunities 
Working in a global company enriches 
life by enabling the development of 
more and better connections with peo-
ple across the world and by promoting 
ongoing learning about other cultures, 
languages and ways of working. As 
not everything can be accomplished 
virtually, travel provides unparalleled 
opportunities for knowledge workers in 
global companies in situations where 
in-person meetings become necessary. 
Likewise, internal job openings can cre-
ate opportunities for challenging posi-
tions in many countries. 
The author’s daily work life reaches 
far beyond Minnesota’s “Land of 10,000 
Lakes.” I well remember a time when 
the sideways nod of Indian colleagues 
appeared to signal “no” to me when in 
fact it meant the exact opposite—one 
of many surface-level cultural lessons 
I have gleaned over the past few years. 
But developing deep relationships with 
colleagues and customers around the 
world and coming to count many of 
them as trusted friends has become the 
best of the many treasures made pos-
sible through working globally. SLA 
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WORKING ACROSS GEOGRAPHICAL BORDERS 
Leveraging a Needs 
Assessment to 
Enhance Service 
an inFlUx OF yOUnger, MOre web-SaVVy STaFF prOMpTed 
a gOVernMenT agenCy TO gaUge The inFOrMaTiOn needS
OF lOCal wOrkerS, OVerSeaS eMplOyeeS and The pUbliC. 
BY APRIL KNEPP, MSIS, KAREN WHITE, MLS, MA, AND FATMATA MCCORMACK, MA, MSJ 
I n 2009, the Knowledge Services Center (KSC) of the U.S. Agency for International Development (USAID) conducted an online 
assessment to determine how best to 
meet the agency’s changing informa-
tion needs. This article describes the 
survey instrument that the KSC used, 
explains how the KSC used the survey 
results, and offers lessons learned from 
assessing the information needs of staff 
dispersed around the world. 
USAID is an independent federal 
government agency responsible for
implementing U.S. foreign economic 
assistance in developing countries in 
Africa, Asia, Europe and Eurasia, Latin 
America and the Caribbean, and the 
Middle East. The agency receives for-
eign policy guidance from the U.S.
Department of State. USAID currently 
has offices in more than 80 countries 
and provides support for economic 
growth, agriculture and trade, global 
health, democracy, conflict prevention, 
and humanitarian assistance. 
The KSC provides services to the 
entire agency as well as limited infor-
mation to partner organizations and the 
public. The KSC consists of four teams, 
including the library, which provides 
print and e-resources about interna-
tional development, and the Learning 
Resources Center, a professional devel-
opment resource offering documentary 
films, travel guides, language learning 
materials, and management materials. 
Why a Needs Assessment? 
In 2001, USAID launched an initia-
tive to counter the attrition of experi-
enced Foreign Service officers that had 
occurred over the preceding decade 
through staff cuts and retirement. The 
gradual hiring of new Foreign Service 
officers increased the number of staff 
with specialized information needs and 
also opened the agency’s doors to a 
new generation of employees accus-
tomed to desktop learning, Web 2.0 
tools, and electronic resources. 
The last full-fledged information 
needs assessment of USAID staff had 
been carried out in 1996. Since then, 
library users had fully embraced many 
information technologies, including 
Web search engines, e-books, mobile 
devices, and Web 2.0 tools. Given these 
changes in technology, the growth in 
the USAID workforce, and the agency’s 
role in conflict zones, the KSC felt it was 
critical to assess the information needs 
APRIL KNEPP (left) is technical services librarian at the laC group and is on 
assignment to USaid. her duties include collection development, reference and 
outreach. KAREN WHITE is senior librarian and team lead at the laC group and is 
on assignment at USaid. She previously served as director of the national resources 
Center on ad/hd and director of reference services for the american Society for 
Testing and development. FATMATA MCCORMACK is learning resources librarian 
at the laC group and is on assignment at USaid. She previously worked at a.T. 
kearney, a management consulting firm, and the Scripps howard news Service. 
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WORKING ACROSS GEOGRAPHICAL BORDERS 
of USAID staff to align its resources and 
services with current needs. 
KSC librarians designed an electronic 
survey with a combination of multiple 
choice and open-ended questions.
Realizing that the needs assessment 
could also function as a marketing 
tool to promote the breadth of library 
resources, the librarians included ques-
tions that asked whether respondents 
used specific e-resources, such as
Academic Search Elite, Medline, and 
the World Bank E-library. 
Questions. A major challenge in cre-
ating the needs assessment was limit-
ing the number of questions to ensure 
that the survey would take no longer 
than 10 minutes to complete. KSC staff 
narrowed the questions down to 23, 
including 6 open-ended questions. No 
questions were asked about the physi-
cal library, because most of the work-
force is overseas and relies on virtual 
resources. 
The staff decided to organize the 
questions into three groups that
addressed user preferences regard-
ing information, library resources, and 
demographic information. The multiple 
choice questions offered an even num-
ber of responses so that survey par-
ticipants could not choose the “middle” 
response but instead were forced to 
make judgments. 
Web-based and paper versions. 
USAID’s Web Services team created 
an online survey for the KSC on the 
agency’s intranet. KSC staff tested the 
questionnaire prior to launching it to 
make sure that the software collected 
the responses and analyzed them prop-
erly. The software automatically tabu-
lated the survey results, and KSC librar-
ians could easily check the status of the 
survey while it was in progress. 
The KSC staff also created a print 
version of the survey that library visi-
tors could answer on the spot. The 
printed and online versions were made 
available for roughly two months, until 
a truly representative sample size was 
achieved. 
Promotion techniques. The KSC
disseminated the needs assessment
using a variety of mechanisms, some 
designed to reach patrons who used the 
library often, others designed to reach 
staff who never used the library. 
To reach the former group, KSC staff 
sent an e-mail to USAID employees 
who had used the library or Learning 
Resources Center within the past two 
years. The e-mail contained a link to 
the online survey. The e-mail addresses 
were extracted from Sirsi Workflows, 
the library’s management system, and 
included staff at headquarters and in 
overseas offices. To reach the latter 
group, KSC staff sent the survey link 
to perceived non-users across our 80 
locations, using various USAID e-zines. 
The library’s New This Month e-zine 
advertised the survey to library users 
and non-users alike. An annotated list 
of new books and videos, the e-zine is 
sent to more than 1,000 people each 
month. 
Incentives. To encourage USAID
staff to complete the questionnaire, the 
library commissioned a branded version 
of a Sticky Book™ and announced that 
the first 50 respondents would receive 
a prize. The library’s e-mail box was 
flooded with messages from respon-
dents eager to receive the prize. The 
gimmick of announcing a restricted 
number of prizes greatly increased the 
number of participants and created a 
sense of urgency among respondents, 
even though all respondents received 
a Sticky Book. Respondents were 
impressed with the prize and showed 
it to their colleagues, creating a “buzz” 
within the agency. 
Survey Results 
More than 300 USAID workers from 
around the world completed the survey. 
The respondents represented diverse 
sectors of the agency—including 
health, economic growth, and humani-
tarian assistance—and differing levels 
of tenure at USAID, as well as different 
groups of employees (Foreign Service, 
Civil Service, fellows, and contractors). 
Information usage: time. The respon-
dents reported that they spent an aver-
age of about nine hours each week 
obtaining, reviewing and analyzing 
information for their work. Some spent 
less time, but others reported spending 
up to 35 hours a week collecting infor-
mation. This figure demonstrates just 
how important information is to staff in 
a wide variety of positions and locations 
within USAID. 
Library usage: purpose. Survey
respondents said they use the library 
and the LRC for a variety of purposes 
integral to the work of the agency, 
including designing development pro-
grams and conducting strategic plan-
ning (see Figure 1). Many respondents 
also said they appreciate librarians and 
rely on them to guide their efforts to 
gather information. The most popular 
services provided by the library and 
LRC are as follows: 
•	 Face-to-face or virtual reference (81 
percent); 
•	 Books about development (80 per-
cent); 
•	 Books about travel (65 percent); 
•	 Quiet place to think/work (60 per-
cent); 
•	 Language learning materials (52 per-
cent); and 
•	 Country briefing packages (50 per-
cent). 
Overseas respondents. Responses
from USAID’s overseas offices dif-
fered from those submitted by staff 
in Washington. On the whole, over-
seas employees were much less aware 
of library services, did not know that 
e-resources were available on their
desktops, and did not know that the 
library lends videos and books to over-
seas locations. Moreover, locally hired 
employees believed they were ineligible 
to receive library services because they 
are not U.S. citizens. 
Overall, the most common requests 
that emerged from the survey are the 
following: 
•	 Greater access to online journals; 
•	 Information about accessing 
e-resources (particularly for overseas 
offices); 
•	 Longer check-out periods; 
•	 Longer hours for the library and 
LRC; 
•	 Materials about non-development 
topics, such as contracting and 
social networking: 
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WORKING ACROSS GEOGRAPHICAL BORDERS 
•	 Information about military issues, 
including stabilization and recon-
struction; 
•	 Better marketing of library resources; 
and 
•	 Easier ways to find library resources. 
Reasons for not using the library. 
Respondents who don’t use the library’s 
services or resources said they did not 
know what services are offered (39 per-
cent), got their information from other 
sources (38 percent), never thought 
about using it (32 percent), or found the 
location inconvenient (31 percent). 
Responding to 
the Results 
After the results were 
analyzed and synthe-
sized, the library/LRC
staff met to discuss 
the findings and deter-
mine how to respond 
to them. For the first 
time, the librarians
had real data to draw 
upon—they no longer 
had to guess what the 
patrons needed! 
As the staff worked 
through the findings, they developed a 
list of possible responses and weighed 
them against the following criteria:
Which actions would have the most 
impact? Which actions could be feasibly 
implemented? Which actions could be 
easily and immediately accomplished 
(the low-hanging fruit)? 
The librarians voted to implement the 
following actions: 
1. Send a “good news” e-mail to the 
2,000 library users who received 
the survey invitation. The e-mail 
highlighted services that users 
requested and that the KSC already 
offers. 
2. Extend the hours that the library is 
open. 
3. Visit at least one overseas office 
to promote KSC resources and 
services and develop a better 
understanding of the information 
needs of overseas staff. Develop 
promotional materials emphasizing 
that all overseas staff are eligible 
to use library resources, and buy 
e-books that overseas employees 
can access instantly. (Over the next 
year, librarians visited Kenya, South 
Africa and Mozambique, where 
9. Purchase language materials to 
support all 69 languages spoken in 
USAID-presence countries. 
10. Establish a USAID book club led by 
subject matter experts to discuss 
they demonstrated effective online popular international development 
search techniques to hundreds of books on a quarterly basis. 
employees.) Prior to fully analyzing the survey 
4. Use Developedia, the agency’s results, the library/LRC team imple-
internal wiki, as an alternative mented some changes that turned 
delivery mechanism to the intranet out, in retrospect, to respond to needs 
page, which an earlier usability expressed in the survey. These includ-
study had shown is difficult to navi- ed the following: 
gate. The library team created wiki •	 Introducing an online foreign lan-
pages on topics such as HIV/AIDS guage instruction program and 
that feature e-journals, commercial lengthening the loan period for 
databases and external Websites. 
5. Dedicate more staff time to resolv-
ing problems with KSC e-journals, 
such as firewall problems and IP
addresses that change without 
warning in overseas offices. 
6. Create a wiki page for USAID
employees in conflict zones about 
collaborating with the military. The 
wiki page included military acro-
nyms, information about how to 
collaborate fruitfully with the mili-
tary, and procedural handbooks. 
7. E-mail a list of electronic resources 
that are available on employees’ 
desktops to the communications 
officers in the overseas offices for 
distribution. 
8. Order books, journals, and videos 
about non-development topics 
(such as contract management, 
electronic records management 
and social networking) to better 
serve USAID employees in financial 
and administrative positions. 
physical language materials. 
•	 Sending an e-mail to all agency 
employees every month about 
e-resources and live events, such 
as film screenings, book club 
meetings, and seminars. 
•	 Creating online tutorials (aimed 
mainly at overseas staff who could 
not attend live training sessions) 
to demonstrate the effective use 
of e-resources. 
•	 Conducting an online scavenger 
hunt (with prizes) for employees in 
overseas offices. The hunt involved 
several e-resources, with which over-
seas employees were largely unfa-
miliar. 
Added Benefits of the Survey 
In addition to providing direct, action-
able feedback about library services, 
the survey also provided indirect guid-
ance through responses to open-ended 
Continued on page 36 
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ULLMANN'S 
A one-of-a kind reference. Since the frst edition was 
published almost 100 years ago, ULLMANN’S has 
established itself internationally as the household
name for industrial chemists and chemical engineers. 
The new edition has been updated with 1,050 articles 
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CATALOGING 
Users Want Catalog 
Enrichment 
TableS OF COnTenTS are STandard in library CaTalOgS in 
gerMan-Speaking COUnTrieS. They inCreaSe USer SaTiSFaCTiOn 
and FOrM The baSiS FOr adVanCed SearCh SOlUTiOnS. 
BY MANFRED HAUER 
Asurvey of 22,000 stu-dents and teachers who use university libraries in the German state of Hes-
sen (the area around Frankfurt) was 
conducted in 2010 and published in 
May 2011 (www.hebis.de/de/1ueber_ 
uns/projekte/benutzerumfrage-2010/ 
umfrage-2010-ergebnisse.pdf). A major 
focus of the survey was to find out 
more about “Web 2.0” needs inside the 
catalog. The survey respondents sent a 
clear message: for all media they want 
more descriptive content—meaning 
tables of contents (TOCs), summaries, 
introductions, and reviews—and more 
advanced search technologies, but they 
see little need for fashionable Web 2.0 
features. (The survey results were as 
follows: 94 percent favored TOCs, 83 
percent summaries, 66 percent text 
excerpts, 53 percent reviews, 51 per-
cent cover pages, and 31 percent links 
to encyclopedias.) 
Most of the libraries that partici-
pated in the survey produce TOCs as 
searchable PDF files for new books 
and for a growing number of previ-
ously printed books. They share these 
TOCs within their library service cen-
ter, HeBIS (Hessen Bibliotheks und 
Informationssystems), and in an open, 
collaborative community, dandelon. 
com. 
Dandelon.com and related projects 
have produced more than 1.1 million 
TOCs in PDF format, a total that is grow-
ing by 25,000 new TOCs per month. 
Each TOC is linked to the catalog; the 
HeBIS search engine, based on OCLC
PICA, indexes these files. In addition, 
HeBIS loads TOCs provided by U.S. 
sources in plain text only. 
Since 2001, German-speaking coun-
tries have been enriching their catalogs 
with TOCs. In 2008, adding TOCs to 
catalog records was officially defined 
as standard in scientific libraries in 
Germany. 
Alternative Middle Ground 
How did this approach arise? The rise of 
Web search engines changed the way 
users formulate search queries. While 
libraries sometimes still force patrons 
to search using very abstract wording, 
as typically a few hundred pages are 
condensed in just five to seven abstrac-
tions, Web search engines are based on 
indexing full-text documents, including 
a great deal of very specific termi-
nology. Web users are accustomed to 
asking concrete questions as opposed 
to abstract ones. 
Using the text in TOCs is an alter-
MANFRED HAUER started agi-information Management Consultants in 1983 after completing his master’s degree in sociology and 
information science. he spent 20 years working with business libraries. in 2002 he was asked to improve the search and navigation 
facilities of a normal library OpaC at a state library in austria. he runs an open search and exchange center, www.dandelon.com, 
with libraries in austria, Switzerland, liechtenstein, germany, and norway. he can be reached at manfred.hauer@agi-imc.de. 
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CATALOGING 
Using the text in TOCs is an alternative 
middle ground between a few abstract 
words and the noise of a plain full-text 
search. 
native middle ground between a few 
abstract words and the noise of a plain 
full-text search. Because TOCs typi-
cally contain a balance of major topics 
and keywords, people naturally review 
them first before deciding to check out 
a book. Another advantage of TOCs is 
that, along with book indexes, lists of 
references and similar content, they 
may be scanned and processed by 
libraries without restrictions. (Of course, 
cover pages and the full text are still 
protected.) 
In 2001, the state library of Vorarlberg 
in Austria decided to conduct a test by 
storing text mining results derived from 
TOCs in non-standard MARC fields in 
the catalog. Initially, most librarians took 
a dubious view of this approach. But 
the library users enjoyed the new, pow-
erful search capability and liked to see 
the same TOC as in the printed format. 
With major keywords extracted from 
TOCs, it was easy to use more specific 
terms without thinking about inflections 
(as is typical in German) and to validate 
the search result by reading the TOCs. 
This additional feature did not replace 
human indexing, but it significantly
extended the searchable space. 
Soon, libraries in Switzerland,
Liechtenstein and Germany followed 
suit. Scanning the same book in mul-
tiple libraries does not conform to 
German ideas of efficiency, however, 
so an international, collaborative shar-
ing network named dandelon.com was 
created in 2003. 
From the start, dandelon.com was not 
only used for sharing but as a search 
solution for public use. All queries are 
expanded by synonyms, and results 
are sorted by relevance ranking. The 
queries are highlighted on the results 
page, and for each item selected, the 
query terms are highlighted as well. 
The user interface, which is set up in 
26 languages, is scheduled to be redes-
igned in 2012. 
The process of incorporating TOCs 
into catalogs, from early adopters to 
large university libraries, special librar-
ies and national libraries, took quite 
long, and this phase is still in progress. 
In fact, this approach is still beyond the 
scope of most other European coun-
tries. 
Custom Integration 
Thus far, there are about 10 products 
on the market that will enhance the 
content of online library catalogs. One 
such solution, the intelligentCAPTURE
mobile, has a European market share 
of 60 percent. The intelligentCAPTURE 
mobile’s scan station is portable, so it 
can be used between shelves and in 
crowded spaces. Being able to scan 
books and other media right where 
they are stored reduces interruptions 
of established library workflows and 
eliminates the need to transport items 
to central digitization centers. 
Each intelligentCAPTURE mobile 
scan station uses a wireless LAN to con-
nect to the local library host via Z39.50, 
SRU, XML or other protocols. Each scan 
station is also connected centrally to an 
IBM Lotus Domino server and uses IBM 
Lotus Notes as a storage container, 
workflow management application and 
communication platform with database 
replication, mail, chat, IP-telephony and 
screen sharing possibilities. 
After scanning the barcode of a book, 
the server checks for available data 
created by other libraries. If the book 
was scanned previously, related files 
and metadata are downloaded auto-
matically. If the book is not yet known, 
the desired content is scanned from the 
printed book—on average, 3.5 pages 
(internal cover page plus TOC). In the 
background, an ABBYYY FineReader 
converts the scan into text, and a text 
mining engine is used to extract the 
most relevant topics. 
Text mining means finding the most 
relevant subject words and phrases, 
recognizing names and locations, and 
performing linguistic normalization. It 
can be combined with dedicated index-
ing systems like thesauri or classifica-
tions. Depending on the locally defined 
thresholds, the most relevant subject 
terms (or a defined number of extracted 
terms) are selected for export. The 
exporting process provides custom inte-
gration with a wide range of library man-
agement systems. The PDF and text 
files are moved via push or pull (OAI) 
methods to the file system or document 
management system and are linked to 
the catalog automatically. 
Before exporting, quality approval 
takes place using thresholds that indi-
cate critical items. Exporting is normally 
performed several times a day, so the 
library is able to search and show TOCs 
shortly after books are acquired. 
In this way, 200 to 400 books can 
be scanned per day by each scan 
station. As more libraries opt to use 
this approach, the current production 
rate of 25,000 TOCs per month will 
increase. 
Test Results 
Encouraging though the survey of librar-
ies and users was, it lacked the author-
ity and reliability of a proper evaluation. 
With that in mind, the author arranged 
a test using online library catalogs of 
different sizes (4 to 4.5 million books), 
some with enriched content and some 
without. A group of 99 students were 
asked to find 295 randomly selected 
books. They were informed about the 
books’ content, but not about biblio-
graphic or indexing details. The test was 
designed to simulate the frequent situ-
ation where you know quite well what 
you need, but do not know whether or 
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where it is available. 
The larger the catalog, the more likely 
the students were to fail. However, a 
collection of about 150.000 books with 
a TOC-enriched catalog achieved better 
results than the smallest non-enriched 
catalog tested. 
These test results were confirmed in 
2009 by the German National Library 
(DNB) and the large library service cen-
ter GBV, which measured increases in 
catalog usage of 400 percent (GBV) and 
800 percent (DNB) after enrichment. 
Along with the HeBIS survey described 
at the beginning of this article, the 
DNB and GBV experiences confirmed 
for many library managers the need to 
increase their efforts to perform TOC
scanning projects, focusing on their 
special collections not available in other 
libraries. 
Beyond TOCs 
After four or five years, the pioneer 
libraries in this effort completed scan-
Discount
ed
pricing o
n
Webinar
s &
REPLAYS
 for
SLA mem
bers! 
ning the TOCs of all of their books. 
Seeking a new challenge, they started 
capturing relevant articles in periodi-
cals. About 50 percent of this content 
is loaded from SWETS; the other half 
is local, regional or special interest
content and is not available through 
digital services. The latter content is 
obtained with intelligentCAPTURE and 
includes summaries, if available and 
permitted. Once again, the state library 
of Vorarlberg in Austria pioneered this 
effort. 
On the agenda, but not yet under 
way, is the incorporation of the TOCs 
of e-books. About half of all new books 
currently purchased are e-books. The 
members of the collaborative dande-
lon.com network have asked for an 
approach to e-books to complement 
that of printed books. 
As more and more libraries start using 
advanced search solutions like PRIMO
or Aquabrowser on top of their online 
catalog for searching digital collections, 
printed books without searchable and 
2011 Click U Webinars 
Social on the Edge: The Best Social
Tools You May Not Have Heard Of 
15 November 2011 
$49 members | $99 non-members 
Presenter: Scott Brown, Owner, Social Information Group 
www.sla.org/clicku 
CATALOGING 
print-like content will be ignored. This 
will result in a lack of awareness of 
their existence if the catalogs are not 
enriched. 
The German National Library in 
Frankfurt reported a significant increase 
in the lending activity of old books 
since TOC-enriched catalogs became 
available. TOCs improve precision and 
recall rates in information retrieval and 
make users and libraries more success-
ful. Additionally, library budgets benefit 
from reduced interlibrary loan. Special 
and small libraries can then be much 
stronger in outlining and profiling their 
assets. SLA 
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SLA MEMBER INTERVIEW 
10 Questions: 
Mary Martinez-Garcia 
The real eSTaTe MarkeT May be SlUMping, bUT The library Manager
aT The largeST OrganizaTiOn OF real eSTaTe agenTS iS raiSing her 
prOFile and adVanCing her Career. 
BY STUART HALES 
I n real estate, it’s often said that the three most important fac-tors are location, location and location. But at the National
Association of Realtors (NAR), whose 
one million-plus members buy and sell 
real estate, the three most important 
words seem to be education, education 
and education. 
That’s the driving force behind 
Realtor University, a new learning insti-
tution created by the NAR to pro-
vide advanced education, professional 
development and continuing education 
in the field of real estate. Beginning 
next year, Realtor University will offer 
a master’s in real estate (MRE) degree 
online, with classes taught by PhD-level 
faculty. 
As with any educational institution, 
the success of Realtor University will 
depend greatly on its students, its lead-
ership and its library. Mary Martinez-
Garcia, an SLA member since 1994, 
is involved with all three: she manages 
the NAR library, was named earlier this 
year to the university’s board of regents, 
and will begin taking university classes 
in 2012. Information Outlook spoke to 
Mary recently about joining the board 
and going back to school and how she 
thinks these developments are going to 
affect her work and career. 
Q: You’ve been managing the library 
at the National Association of Realtors 
since 1997. Did you have any training 
or experience in real estate prior to 
accepting this position? 
I actually did—I worked at a couple of 
real estate brokerage firms from the late 
1980s until the mid-1990s. During that 
period of time, I decided that I wanted 
to go into the field of librarianship, so I
went to school and earned my library 
degree in 1995. 
Beyond my work in real estate, I
completed an internship at the Shedd 
Aquarium library, which gave me library 
experience—until then, I had never
worked in a library. Between those two 
work experiences, I ended up landing at 
job at a special library at the Appraisal 
Institute here in Chicago. This enabled 
me to gain more experience in both
real estate and librarianship. 
In my opinion, the job at NAR was 
destiny—it was a good match for me 
and for the association. When I was 
working at the brokerage firms, I was an 
administrative assistant; I never worked 
in the area of real estate sales. But I
was able to learn a lot just by assisting 
the sales team and, in particular, sup-
porting a fabulous managing broker. It 
definitely furthered my interest in real 
estate, so when this position became 
available at the National Association of 
Realtors, it really piqued my interest. 
Q: The National Association of Realtors 
is the largest trade organization in the 
world, with more than one million mem-
bers. What’s the biggest challenge you 
face in managing the NAR’s library? 
There are several challenges. Probably 
the biggest is acquiring good resources 
that meet all the needs of our members. 
We have quite a varied constituency— 
Realtors that focus predominantly on 
residential real estate, others that focus 
on commercial real estate, some in 
property management, others in inter-
STUART HALES is publications editor at Sla and editor of
Information Outlook. 
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national real estate, some in appraisal. 
All of those various areas require dif-
ferent bodies of knowledge in our col-
lection. We also support association 
staff and the staff of some 1,500 real 
estate boards and associations across 
the country. So, it’s really about balance 
and bringing in the best resources that 
meet all of those needs. 
Then there’s getting the word out 
about our library and its resources. 
That’s always been a challenge. We 
continually try to promote it to our one 
million-plus members across the coun-
try and around the globe. 
Another challenge is making more 
resources available digitally. Our digital 
book collection by and large serves the 
needs of our members for accessing 
books easily, but they want more, and 
rightly so—we’re competing against the 
likes of Amazon.com and Apple iBooks. 
Balancing that need with budget con-
straints is always a challenge. 
Keeping ahead of technology is a 
challenge—we have to be ahead of the 
curve and be able to support the needs 
of our members who are out in the field. 
We use a “divide and conquer” strategy 
here at the library: we have some librar-
ians who focus on social media, some 
who focus on Internet search tools and 
techniques, and others who focus on 
the newest tools for organizing informa-
tion. It’s all about keeping ahead of the 
technology curve. 
Aside from all of these challenges, 
we have to be ready to handle just 
about anything here. We have seven 
librarians on staff, but we’re housed 
in a department we call Information 
Central, and there are 17 of us total. 
There are seven people with library 
degrees, and the remainder have dif-
ferent backgrounds—communications, 
marketing, technology, and so on. We 
all serve as the central point of con-
tact for our members and association 
staff. We have a state-of-the-art contact 
center, and we all spend time on the 
phones—we have assigned times to 
handle incoming calls from our mem-
bers and association staff. We handle 
probably about 85 to 90 percent of the 
calls that come in to the association. 
Q: The last three years have seen hous-
ing prices plummet and home sales 
slow significantly; prior to that, housing 
prices had been rising dramatically and 
the housing market was on fire. Did the 
change in fortunes in the housing mar-
ket have any impact on your role or that 
of the library? 
Absolutely. Our collection has always 
been very diverse, but because of the 
changes in the housing market, it was 
natural that our Realtor members would 
have greater needs for information 
about re-emerging trends and topics. 
For example, we already had resources 
about short sales and foreclosures and 
Mary Martinez-Garcia in the administrative 
offices of Realtor Uinviersity. 
working with properties in distress, but 
when the demand for them shot up, we 
found that we had to fortify those areas 
in the collection. 
We also saw, and continue to see, a 
shift in the focus of incoming research 
requests. We provide quite a bit of sup-
port for our government affairs unit and 
surrounding departments in the asso-
ciation, so we’re involved in a lot of the 
requests that come from those areas as 
they work to fight potential barriers to 
home ownership, such as flood insur-
ance availability, taxes and loan limits. 
So we’re definitely much more involved 
with internal requests. 
And we’re doing more to provide 
information to our Realtors, not only 
in the areas of foreclosures and short 
sales, but also in getting back to basics 
like marketing and sales strategies.
During the housing boom, a lot of peo-
ple did a lot of business rather quickly; 
now it’s really about getting back to the 
fundamentals, so we’re providing many 
more resources in the areas of busi-
ness planning, marketing, and sales 
strategies. 
Then there are budget challenges. 
We’re having to do more with less, so 
we’re re-thinking and eliminating some 
programs and offerings in the library. 
We do our best not to eliminate pro-
grams for our members, but we’re cut-
ting back in areas like the staff training 
that we offer. We used to provide more 
educational offerings for our internal 
staff, but now we’ve had to cut back 
and re-think how we’re doing things 
and where we’re spending our money 
and time, which are both limited. 
On the flip side, other departments 
are requiring more from us because 
they’re working with reduced staff and 
budgets. We do our best to assist other 
departments in their missions, so our 
workload has gone up in those areas. 
Q: You recently were named to the 
board of regents of Realtor University, 
which provides advanced educational 
opportunities to NAR members. Why do 
you think they selected a librarian to be 
a regent, and what will it entail? 
The library has been an important
part of the university project from its 
very beginning. It’s critical that there 
is a library for this program, not only to 
obtain operating and degree-granting 
authority from the Illinois Board of
Higher Education, but also, down the 
line, to receive accreditation from the 
Higher Learning Commission of the 
North Central Association of Colleges 
and Schools. So the library is a key 
component of the university. 
The library was engaged in the uni-
versity planning process early on, not 
only for information and statistics about 
our library holdings for the application 
process, but also to look at learning 
management systems and to get an 
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idea of what the needs would be from 
a variety of perspectives. It made me 
think—wouldn’t it be great if I and one 
of my staff could enroll in the program 
to learn what the students’ needs are in 
the way of information resources? Who 
better than us to go through the pro-
gram and experience first-hand what 
the students are experiencing? So it all 
evolved from that thought. 
I took my idea to the dean of student 
services and the dean of academic 
affairs, and they brought it up to senior 
staff and the chairman of the board of 
regents. Everyone recognized that it 
would be a great opportunity for us to 
learn the needs of students and faculty 
and respond to them quickly, and at 
the same time we would acquire sub-
ject matter expertise in areas that we 
might not have had before. Yes, we all 
know quite a bit about real estate from 
working in the library, but we’d learn 
much more by going through the MRE
program. 
So it really was a great opportunity 
for all of us to benefit. And ultimately 
it made sense for them to have me 
join the board of regents as a student 
representative and also serve as the 
university librarian so that information, 
resources and ideas could flow freely 
between the library and the university. 
Now, as far as what my position on 
the board will entail, it requires that 
I serve on a couple of committees in 
the university. I serve on the Finance 
and Budget Committee and on the 
Research Center Committee to create 
high-level policies that will ensure the 
success of the university. I also attend 
quarterly board meetings as a represen-
tative of my two committees, the library 
and, ultimately, the students. 
Q: By enrolling in the program, you’ll 
earn a master of real estate (MRE) 
degree. Aside from the additional 
knowledge, what do you expect to gain 
from it? 
The program will start in March of 2012. 
The other librarian, Kate Stockert, and I
will be part of the first cohort of students 
to go through the MRE program. We’ll 
take 12 courses, and we’re expecting to 
complete the program in two years. 
I actually had been accepted into a 
doctoral program in librarianship ear-
lier this year, and it coincided with the 
chain of events that led me to inquire 
about enrolling in the MRE program. I
had to think about whether I was going 
to pursue a PhD in librarianship or 
learn more about the subject matter in 
the field in which I work. I had to weigh 
which one would serve me better, in my 
position, in the long run. 
I opted to go forward with the MRE
rather than the PhD because I felt 
that it would serve my library and my 
organization better than a doctorate in 
librarianship. I don’t know if saying that 
I value subject matter expertise over 
an advanced degree in librarianship 
will create ripples in the library com-
munity, but my decision was to stick 
with advancing my expertise in the 
subject matter of my library. What will 
the library gain, besides knowledge? 
Ongoing communication and relation-
ships with the student body, faculty 
and university board—and, ultimately, 
a successful MRE program. 
Q: SLA has an Association Information 
Services Caucus, of which you are a 
member, but no caucus or division that 
focuses directly on real estate. Do you 
belong to any organizations or com-
Mary Martinez-Garcia interacts with an NAR member using Skype. 
SLA MEMBER INTERVIEW 
munities, either physical or virtual, of 
information professionals in the real 
estate field? 
I do stay in contact with a small number 
of information professionals in the real 
estate field, more or less on an informal 
basis. I tend to turn to them when I have 
questions or if I want to bounce ideas 
off of someone. But I also do that inter-
nally, with our own association staff. We 
have folks here who have long tenures 
in the association and the industry, so I
have access to a lot of knowledge, and 
I take advantage of it. 
I also look to SLA for educational 
opportunities, and I utilize SLA listservs 
to keep up with what’s going on in the 
world of librarianship. I’m also affiliated 
with other library associations, including 
ALA [the American Library Association] 
and ACRL [the Association of College 
and Research Libraries]. 
Q: Speaking of SLA, how did you hear 
about it, and when and why did you 
join? 
I learned about SLA through Dominican 
University when I was a student, and I
knew almost immediately that I wanted 
to go into a special library setting, so it 
made perfect sense to join SLA. I joined 
SLA even before I began working in a 
special library setting. 
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Q: In your experience, what’s the great-
est benefit of membership in SLA? 
I particularly love the educational oppor-
tunities. I think the only way to stay 
relevant is to keep growing in the field 
you’re in. 
There’s something to be said for
online learning, and SLA certainly offers 
that, but there’s a lot of value in tradi-
tional conferences, and that’s where 
I like to put my resources. I don’t get 
out often enough to talk to others in 
the field, and conferences give me the 
opportunity to do that. 
Between the educational and confer-
ence opportunities and the connec-
tions with other members, it’s easy to 
get what you need from SLA. What I
especially like is that there are opportu-
nities for involvement at any level. You 
don’t have to be a member of multiple 
committees. There are those of us who 
prefer to pick and choose, and SLA
offers that menu of opportunities to its 
members. 
Q: You mentioned conferences, and 
SLA will be in Chicago next year for its 
2012 annual conference. Given that 
you’re in Chicago, is it safe to assume 
that you’re planning to attend the con-
ference? 
I wish I could attend SLA conferences 
every year, but our budget is limited 
even in good years, so we try to rotate 
conference attendance. There are seven 
librarians on staff, and everyone gets an 
opportunity to go to an SLA conference 
every couple of years. 
I’m very happy that the conference 
is taking place in Chicago in 2012, 
because it’s quite possible that I might 
have to pay for it out of my own pocket. 
So, yes, I’ll definitely be going. 
Q: Considering what you’ve learned from 
your job experience and your involve-
ment in SLA, what advice would you 
give to library school graduates enter-
ing the information profession today? 
I have a lot to say in this area, because 
even though it’s been awhile, I can still 
remember coming out of school and 
jumping into the field. I would say that 
there are four areas I’d want to address 
with new graduates. 
First of all, there are valuable skill sets 
that people need when they enter the 
library field. There’s no question that 
library skills—the research skills, the 
curiosity, being able to analyze informa-
tion, being able to deliver information 
in a way that’s relevant to your constit-
uents—are critical. But in addition to 
those skills, communication skills are 
absolutely essential—everything from
public speaking to writing in a way that 
makes sense on the Web. You can’t do 
business without having those skills. 
Technology and innovation are skills 
that I look for when we have openings 
here at NAR. I need to see a track 
record of innovation, because it tells 
me that the person can take a problem 
and deliver a solution that makes life 
easier, not only for staff but for our 
constituents. 
Customer service skills are critical. 
Without customer service skills, the 
other skill sets almost don’t matter. You 
have to know how to work with your 
constituents in a way that keeps them 
coming back. 
And librarians need solid organiza-
tional skills—time management, being 
a self-starter, following through on proj-
ects, and using good judgment. Those 
are skills that will take you miles into 
your career. 
Beyond these skill sets, the other 
advice I would offer is that subject mat-
To celebrate National Library Week, the NAR library hosts a bookmark-making activity. Joining Mary 
(seated at end of table) are, from left, Chuck Richtfort, Frederik Heller and Kerrie Bartlett Walsh. 
ter counts in a special library setting, 
Special libraries come in different sizes, 
different cultures, and different flavors, 
but if you don’t like your subject matter, 
your work will not be satisfying, and it 
will be apparent to those you serve. I
have always enjoyed the field of real 
estate, and every day I learn something 
new and feel challenged. So it’s impor-
tant to love your subject matter. 
One other thing I’d share with new 
graduates is to surround yourself with 
the best in the field. I know you can’t 
always do that right out of the gate, but 
as you grow and develop your network 
of people outside your organization,
surround yourself with the best in your 
field. Internally, you’ll be able to spot 
the best in your organization. I have to 
say that we have some of the finest and 
most talented people here at NAR, and 
it makes my job not just easier but also 
more interesting. 
Lastly, I would encourage new gradu-
ates to dream big. Do the impossible; 
go where others fear to tread. Taking 
on projects that others don’t want or 
are afraid to jump into will allow you 
to learn more, develop more, increase 
your network, and make the greatest 
impact on your organization, your field 
and your career. SLA 
30 INFORMATION OUTLOOK V15 N07 OCTOBER/NOVEMBER 2011 
FULL PG. BLEED AD 
PG. 31 
 
 
 
 
 
 
                 
  
           
 
 
 
 
 
 
ANNUAL REVIEWS 
Global. Mobile. Relevant Research. 
Annual Reviews intelligently synthesizes critical literature in the Biomedical,
Life, Physical, and Social Sciences, including Economics. Our editors and
authors are premier contributors to their fields. Your patrons can rely on
Annual Reviews to assess the available research and deliver the ideas that
matter, to cut out the noise, and to meet their research needs efficiently and
in a timely manner. 
ANNUAL REVIEWS NOW AVAILABLE ON MOBILE DEVICES! 
The Annual Reviews mobile site is the gateway to highly cited research on the go, and provides 
a personalized browsing, searching, and reading experience optimized for mobile use. 
Users can now browse, search, and read full-text content anytime, anywhere on the
Annual Reviews mobile site from popular mobile devices. Visit www.annualreviews.org from 
a mobile device to: 
• Browse journals and articles 
• Search journals by keyword, author or title 
• View abstracts 
• Read full-text articles (personal or institutional subscription required) 
• Read forthcoming articles (personal or institutional subscription required) 
• View and search references and related links 
Learn more about our mobile site at: http://www.annualreviews.org/r/aboutmobile 
SECURE A SITE LICENSE FOR YOUR PATRONS TODAY. 
Visit www.annualreviews.org or email: sitelicense@annualreviews.org for more information. 
ANNUAL REVIEWS • Guiding Scientists to Essential Research Since 1932 
tel: 800.523.8635 (us/can) • tel: 650.493.4400 (worldwide) • fax: 650.424.0910 (worldwide) • email: sitelicense@annualreviews.org 
FULL PG. BLEED AD 
PG. 32 
   
   
  
Driving research at the world’s leading 
universities and institutions 
■ Increase scholarly output and research development with
access to over 3 million full-text IEEE articles 
IEEE Xplore® Digital Library 
Educate. Enable. Achieve. 
“IEEE is the umbrella that 
allows us all to stay current 
with technology trends.” 
Dr. Mathukumalli Vidyasagar 
Head, Bioengineering Dept. 
University of Texas, Dallas 
■ IEEE publishes 16 of the top 20 journals in electrical
engineering and is the most-cited publisher in new patents* 
■ Customize subscription options to your degree program 
*Thomson Reuters Journal Citation Reports; 1790 Analytics, LLC 
Request a Free Trial 
See how IEEE Xplore can power your research. 
www.ieee.org/academic 
 
     
 
     
    
  
 
 
 
   
Assuming a New 
Management Role 
Communicating clearly and quickly with your staff and 
supervisor will help you transition more easily into the role 
of manager of a library or information center. 
BY DEBBIE SCHACHTER, MLS, MBA 
Having recently started a new position 
as director of a library and learning 
center in an academic institution, I’m 
reminded of all of the important con-
siderations that a new leader must take 
into account when assuming a new 
role. Whether you are a subject matter 
expert or not, you need to understand 
the particular and unique aspects of 
the new library or information center, 
including the level of staff expertise, the 
culture of the department and organi-
zation, and, of course, the overarching 
vision of the organization. 
One way to start immersing yourself 
in your new role is to plan your own 
orientation in addition to participating 
in the orientation that is provided by the 
organization itself. This is an effective 
way to learn about the organization and 
develop the effective relationships you 
will need to succeed. 
Keep in mind that when a new leader 
arrives, there is generally a certain 
level of uncertainty and possibly even 
anxiety among the staff. I have worked 
in some organizations where staff mem-
bers hesitate to address or provide 
suggestions to individuals in positions 
of power; in others, staff are more con-
fident about orienting their new leaders 
to their expectations and plans. As the 
new leader of the library or information 
center, it is important for you to put your 
staff at ease as soon as possible, as 
uncertainty does not breed an effective 
workplace. Be direct and honest and 
ensure that staff members understand 
your vision and any mandate you have 
been given by your superiors. 
Clarity and Connections 
Begin your own orientation process with 
your staff. Meet with them and find out 
whether they developed specific goals 
for the year with their previous supervi-
sor. Schedule regular meetings with 
them and identify any concerns they 
have. Discuss the basics—how you 
will communicate, share ideas, address 
problems, and so on—including wheth-
er you have an open-door policy or 
prefer to make appointments ahead 
of time. Starting this way will help your 
staff see that you are interested in them, 
even as you become busier with your 
regular workload. 
In staff meetings, talk about any vision 
or mandate you have so that everyone 
hears the same messages. If you intend 
to develop a plan for the information 
center, help staff understand when and 
how they will be involved. Clarity is the 
best way to minimize anxiety, even if 
INFO BUSINESS 
staff are not always on board with the 
content of your message. 
Working with your new boss is also 
critical. Make sure he or she knows 
you have a plan for orienting yourself in 
addition to the orientation you receive 
from the organization. Your supervisor 
may or may not have specific expecta-
tions about what you should be focusing 
on, so ensure you get clear directions 
regarding short- and medium-term goals 
and objectives (which you should also 
share with your staff). Ask your boss for 
advice about arranging meetings with 
others in the organization, especially 
executives in other departments. Your 
boss should be pleased to see that you 
are actively taking steps to make your 
presence, and that of your department, 
known as quickly as possible. 
Whom do you need to know? Who 
needs to know you, and what do they 
need to know about you? Once you 
answer those questions, make your
connections as soon as possible, as it 
will make it easier for you to address 
problems that arise. Meeting other col-
leagues can also help you better under-
stand the organizational culture and 
perhaps avoid some missteps or mis-
understandings. 
If you do not possess a high level of 
subject expertise in all areas that you 
supervise, ask questions. Don’t assume 
that you have to know how to respond to 
problems or plans as soon as you arrive. 
(For example, I am responsible for a 
peer tutoring learning center, which is 
something I have not managed before.) 
Respect your staff members’ knowledge 
and expertise in their areas and find out 
their thoughts about the future. Test 
any assumptions you may have about 
the work and its challenges by asking 
questions and seeking input. 
DEBBIE SCHACHTER is director of learning resources at douglas College in new westminster, british Columbia. She
was recently elected chapter cabinet chair-elect of Sla. She can be reached at schachterd@douglascollege.ca. 
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Ask other managers and supervisors how responsive 
the library has been to their needs in the past. 
You also need to find out more about 
the organizational culture. What you see 
on the surface may not be what you see 
as you delve deeper. Is it the type of 
organization where people do not share 
information about their personal lives, 
or are there many friendships among 
the staff? 
Find out how your department relates 
to other departments, and how other 
departments perceive the information 
center or library. Ask other managers 
and supervisors how responsive the 
library has been to their needs in the 
past. Don’t dig for dirt, but talk about 
some of your expectations or thoughts 
about customer service and determine 
whether other departments feel they 
have been well served. Ideally, the 
answers will be positive, but generally 
there are constructive suggestions for 
new services and changes that may 
be timely to implement. Share these 
suggestions with your staff to find out 
whether they have been addressed in 
the past (and, if not, why not). 
When planning for the future, par-
ticularly if you are a new leader or 
from outside the organization, make 
sure you don’t criticize past leaders 
or decisions. Focus on positive mes-
sages and where you would like to see 
changes or new service developments. 
Often, staff are happy to implement new 
ideas, particularly if they had wanted 
to do so in the past but were not given 
permission. Don’t take credit for ideas 
that come to fruition after you arrive. 
Use change management processes, 
including managing staff expectations 
and challenges that arise with change. 
I would be interested in hearing from 
information professionals who have 
taken on new leadership roles in their 
organizations. Let me know what you’ve 
found works or hasn’t worked—or what 
surprises were in store. E-mail me at my 
address. SLA 
SLA CAREER CENTER 
Find the right job in your industry. 
Post Resumes 
Search for Jobs 
Career Advice 
www.sla.org/careers 
Useful Resources 
Seminars 
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Reintroduce Yourself 
Once you reinvent your brand, you must change 
the perceptions of your existing network of 
professional and personal contacts. 
BY JILL STRAND, MLIS 
The economy continues to recover at 
a snail’s pace, and job growth remains 
stagnant. Given this “new normal” we’re 
all living with, is it time for a new library 
and a new you? 
If you’ve put the effort into rein-
venting your personal brand (defin-
ing your destination, leveraging your 
points of difference and developing 
your narrative), now is the perfect time 
to re-introduce yourself to the rest of 
the world—or at least the one within 
your broader organization. As Dorie 
Clark (2010) points out in her Harvard 
Business Review article on branding, 
new contacts are naturally open to the 
new you, but changing the perception 
of your existing network may present a 
bigger challenge. This is because most 
people simply aren’t paying attention to 
what you are doing, so their perceptions 
of you may be slightly dated. 
This an ideal opportunity to show off 
your best strategic skills by reconnect-
ing with the people in your network and 
redefining yourself in their eyes. Some 
of Clark’s suggestions (updating your 
personal Website and your Facebook 
and LinkedIn profiles) are obvious
places to start, particularly for social 
network-savvy librarians. She also sug-
gests reaching out by phone or e-mail 
to each person on your list and letting 
them know about your new career
focus. If it’s been awhile since you last 
talked to someone, suggest meeting for 
lunch or coffee to catch up. A face-to-
face meeting could also be a good time 
to ask for insights, advice or business 
opportunities. 
Genuine Interest 
Given the positive feedback I’ve received 
from using real-life examples in this col-
umn, I turned again to SLA members to 
learn more about the media that people 
are using to reach out to their networks 
in a variety of situations. 
Anne Rogers, director, research & 
knowledge services, Cargill. While 
Anne ranks e-mail and direct interac-
tion (either by phone or face to face) as 
the “gold standards,” she acknowledg-
es that social media like LinkedIn and 
Facebook are gaining in importance. “I
recently had a moderate role change— 
same office, same phone number,
some expansion of responsibility and 
a title change,” she says. “I didn’t feel 
a need for a big communications push, 
as I did when I changed companies and 
states. I had face-to-face meetings with 
MARKET SHARE 
the people most impacted, updated my 
business cards, my e-mail signature 
and my LinkedIn profile, and just let it 
percolate out to most of my network.” 
Jim DelRosso, Web & digital projects
manager, Catherwood Library, Cornell
University. Jim offered a great strategy 
for making the most of conference net-
working opportunities after attending 
his first Computers in Libraries confer-
ence. “After not meeting anyone my 
first year, I was determined to connect 
with folks my second,” he said. “So 
when I saw a presentation I liked, I
either asked the speaker questions after 
the presentation, or found him or her on 
Facebook or Twitter and sent questions 
that way. (In the former cases, I also 
asked if I could communicate with them 
via social media.)” 
This approach paid off even better 
than he had imagined. “I ended up 
making a number of great connec-
tions—folks I ended up communicating 
with as I worked on moving my cur-
rent position to full librarian status,” 
he says. “It’s also how I met some of 
the folks who got me involved with 
the SLA Academic Division. Those two 
applications—and now, Google+—have 
become my primary means of commu-
nicating with my peers beyond Ithaca. 
I now have networks that are hundreds 
strong, with a dozen or so key people 
that I communicate with regularly.” 
Tara Murray, director of information 
services/librarian, American Philatelic 
Research Library. Tara uses Facebook, 
LinkedIn and Twitter to reach out to her 
professional network, and also happens 
to have another medium related to a 
personal interest. “I write a monthly col-
umn—about running, so it’s not library-
related—for my local newspaper, and 
I always post a link to it on Facebook 
JILL STRAND is director of the information resources library at the law firm of Maslon edelman borman & brand, llp
in Minneapolis. an Sla Fellow, she is currently chair of the Sla 2013 Conference advisory Council and professional 
development chair for the Sla legal division. She previously served as chair of the Sla 2011 nominating Committee, 
president of the Sla Minnesota Chapter, and chair of the public relations advisory Council and was a member of the 
2011 Conference advisory Council. She can be reached at jillstrand@gmail.com. 
INFORMATION OUTLOOK V15 N07 OCTOBER/NOVEMBER 2011 35 
 
 
  
     
 
 
       
 
  
   
 
 
 
 
    
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
     
 
MARKET SHARE 
and Twitter,” she says. “Some people 
see it and read it; others don’t, and I’m 
okay with that. I usually announce it via 
e-mail to my local running club.” 
Anna Shallenberger, Targeted 
Knowledge. Anna’s social networking 
activities also go beyond the usual 
suspects. For example, she notes that 
peer sharing sites like Docstoc and 
Scribd are great platforms for sharing 
your intellectual capital and building 
your brand. 
“They allow downloads, index where 
relevant, and you can load identical 
content to multiple platforms to capture 
those who only search one platform 
directly,” she says. “Ning CI2020 is a 
specialized community of practice pro-
viding great access to lots of people with 
expertise that not only helps me grow, 
but apply to what I do. I’ve also recently 
discovered Pearltrees, but haven’t used 
it much yet—it’s sort of a relational 
search term strategy-sharing site.” 
With regard to updating people, Anna 
offers some wise advice. “One has to be 
really careful to not come off as pomp-
ous, a know-it-all or narcissistic, and 
also be sensitive to how many people 
are un-/under-/unhappily employed,”
she says. “I try to approach every
venue I’ll meet people in as a network-
ing opportunity, but not in an ‘I’m only 
talking to you to see how you can help 
me’ kind of way. I really enjoy people, 
and I mentally sort of index people I
meet for future use. So the interest and 
conversations are typically perceived 
as genuine interest, which is the case 
for me.” 
Jane Potee, government ambassador,
Mango Languages. Jane uses LinkedIn 
exclusively for career updates, projects 
and news. “I often post daily links relat-
ed to my target audience or industry 
news/product developments,” she says. 
“I have it tied to my Twitter account so 
that when I post a comment, it tweets 
automatically.” 
Although she will often announce 
news, career developments, new prod-
uct launches, and other information 
on Facebook, she usually reserves it 
for social networking. “I am currently 
linked with several close customers
on Facebook, as it is a helpful way to 
cement a client/vendor relationship,” 
she says. “Customers can see the per-
son behind the vendor face.” 
Easily Actionable 
These examples of how to launch a new 
image and project it onto your existing 
network are not only effective, they’re 
easily actionable. Anna Shallenberger 
has some additional ideas for commu-
nicating specific types of news. 
Awards, honors and presentations.
“I’ll tweet a link to the original source 
or a screen capture of details I load 
to peer-sharing sites,” she says. “The 
tweet not only goes to followers, it auto-
matically posts to LinkedIn, Facebook, 
Ning, my blog, and so on. I’ll also make 
sure I leverage hashtags to increase 
potential viewers.” 
Project completions. “This is usually 
too confidential to share much about, 
but I will ‘mock out’ some of the new 
things I’ve learned into something I
can post on peer-sharing sites, which 
typically offer the ability to tweet the 
upload,” she says. “This is better than 
posting to multiple places. Again, I’ll 
leverage hashtags and tag the docu-
ment load on the peer-sharing site with 
those tags.” 
New career focus or offering. “I try to 
make sure I have the juice to back up 
what I’m saying I can offer by tying into 
content posted on peer-sharing sites, 
linking to the original host, and embed-
ding links to expertise in my signature,” 
she says. “Obviously, I tweak the details 
for each situation.” SLA 
REFERENCES 
Clark, Dorie. 2010. Reinventing Your Personal 
Brand. Harvard Business Review (blog). 
Posted on 22 November. 
Needs Assessment 
Continued from page 21 
questions. Queries such as “What ser-
vices and resources would your ideal 
library offer?” and “What types of new 
online or print books or journals would 
you recommend?” allowed respondents 
to identify their individual needs and 
interests. The comments revealed areas 
where the KSC could improve, such 
as by providing more materials about 
contracting, records management,
social networking, and civilian/military 
collaboration. Additionally, respondents 
used comment fields to express their 
satisfaction with KSC staff, services, 
and resources. 
Many respondents mentioned that
the survey reminded them of services 
and materials available from the KSC
that they were failing to use. In many 
circumstances, the survey even made 
KSC staff aware of library/LRC services 
they previously didn’t know existed.
Sending an e-mail to the KSC or drop-
ping by the library for prizes reinforced 
the availability of e-reference, face-to-
face reference services, and the physi-
cal aspects of the library. 
The survey produced such a wide 
range of useful, actionable information 
that the library is now conducting a 
second needs assessment. This survey 
features questions about mobile devic-
es, social media tools, and services for 
scientists within the agency. SLA 
This paper was prepared under 
contract #AID-OAA-C-08-00004 to 
Bridgeborn and LAC Group for the U.S. 
Agency for International Development/ 
Office of the Chief Information Officer. 
The authors’ views do not necessar-
ily reflect the views of USAID or the 
U.S. Government. Read the full ver-
sion of this paper, including the survey 
instrument, at pdf.usaid.gov/pdf_docs/ 
pnads793.pdf. 
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Virtual Boundaries: 
Real and Imagined 
Traditional boundaries of country, profession 
and employment are being eradicated by online 
communities and neighborhoods. 
BY STEPHEN ABRAM, MLS 
This issue’s theme, “Working across 
Geographical Borders,” got me thinking 
about the relevance of boundaries to 
our profession in the 21st century. 
Find a globe and take a look at it. 
(Many libraries proudly display a couple 
of globes.) Is your globe an archival 
artifact or a useful reference tool? Most 
globes I see are wonderful historic arti-
facts of a previous iteration of a repre-
sentation of Earth. 
National identity and personal cultur-
al expression are very powerful things— 
witness the passionate debates this
year at the United Nations over South 
Sudan and Palestine and, in recent 
years, the re-drawing of the maps of 
Europe. You might be surprised at how 
much our little neighborhood of nations 
has changed in recent years. 
So, how old is your globe (either 
physically or in your mind)? If you aren’t 
sure, consult this handy chart (www. 
replogleglobes.com/howOldIsYour-
Globe.php) of defunct country names 
to help you determine the age of your 
globe. I think I’m pretty up-to-date on 
world events, but I was still surprised at 
the amount of change on our little blue 
marble. Clearly, map librarianship is 
pretty dynamic! 
Surely, geographical borders still 
retain some relevance in a world that 
is continually being made smaller by 
the changes wrought by the Internet. 
Borders can sometimes (but not always) 
mean differences in language, law, cul-
ture, and more. Sometimes borders
create an economic barrier due to trade 
agreements and international treaties; 
other times there is an implied eco-
nomic chasm, such as that between 
developed, emerging, and underdevel-
oped nations. Sometimes a border is 
also a physical barrier to entry, either 
because of war, visa controls or closed 
borders. 
On the other hand, I believe that 
physical borders are diminishing in 
importance today. While border-based 
Internet filtering in some countries
reduces access to the world’s digital 
knowledge, we have recently seen some 
dramatic examples—such as attempts 
to control Internet access in Egypt, Syria, 
Tunisia, and even the transit system in 
part of California—that this is a pretty 
porous membrane. Translation services 
reduce online barriers to access by 
language. Crowdsourcing of news and 
citizen reporters and bloggers also dis-
rupt “official” filters and media sources. 
Information, insight and knowledge can 
transcend the filters. 
Another distinction I find useful for 
our profession is the difference between 
international and global. Some domains 
in our profession are quite influenced 
by borders. Law librarianship, for exam-
ple, must take jurisdiction into account 
in most types of research—divorce law 
may be determined by location, and 
maritime and human rights law may 
also be quite international in nature. 
On the other hand, medical research 
is quite global in scope, since humans 
don’t really change their biology at a 
border. If research with new insights 
into the genome or cancer cures is 
published in Japanese or Arabic, it’s 
equally relevant to everyone irrespective 
of borders and barriers. 
Not necessarily as dramatic as life 
and death, but just as important, is the 
global nature of information in such 
disciplines as management, the social 
sciences, and anthropology. This, of 
course, challenges information pros
everywhere and necessitates tighter
relationships internationally for some 
librarianship practices. Add to this the 
dimension of global knowledge and 
local knowledge. Knowing that a global 
practice is desirable or that a piece of 
knowledge is ready for diffusion into 
local knowledge, language and culture 
can ensure that the knowledge is inte-
grated, understood and adapted, not 
dismissed. So we can be working in a 
global field like medicine and still have 
need of local knowledge with regard 
to healthcare administration and laws. 
That’s why SLA, as the largest global 
association in our field, is so important. 
Inserting Our Skills 
So, what are the implications for librar-
STEPHEN ABRAM is a past president of Sla and is vice president of strategic partnerships and markets for gale 
Cengage learning. he is an Sla Fellow and the past president of the Ontario library association and the Canadian 
library association. in June 2003 he was awarded Sla’s John Cotton dana award; in 2009 he received the aiip
roger Summit award. he is the author of a book, Out Front with Stephen Abram and a blog, Stephen’s Lighthouse. This 
column contains Stephen’s personal perspectives and does not necessarily represent the opinions or positions of gale 
Cengage learning. Stephen would love to hear from you at stephen.abram@gmail.com. 
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ians and information specialists? 
Librarians can be linchpins in the 
proactive diffusion of knowledge 
through intelligent and professional 
organization, distribution, training, and 
personal service and advice. Virtual 
services intensify this role while reduc-
ing the collocation imperative. We are 
the transformational spark between the 
content and the person with a need. It 
is exciting that our services are becom-
ing increasingly important on a global 
scale while simultaneously retaining the 
personal context of supporting the all-
important user. 
We can acknowledge, then, that
librarians and information profession-
als can play in a world where global 
and international practice are quite 
the norm. Traditional boundaries where 
your country, your profession, and your 
employer define you are diminishing in 
value and importance. For proof, think 
about the balance in your relationships 
in the last decade. Have you noticed 
any significant changes? 
My social network is now far more 
international in nature. It is clearer and 
more at my fingertips than ever before. 
I have wonderful colleagues and friends 
around the world who comprise my 
professional network. In that network I
learn, question and share. I care about 
these people. 
Just over a decade ago, my profes-
sional network was defined by things like 
the SLA membership directory and my 
personal e-mail contact list. While those 
still exist and are important, they now 
merely supplement my massive ”coun-
try” of contacts in Facebook, LinkedIn 
and Twitter who keep me informed and 
ready with the latest changes in the 
world of information. In the past, my 
international awareness was driven by 
disaggregated listserv-based discussion 
lists; today, I have just as much stuff 
streamed to me seamlessly in a single 
RSS feed. Suggestions arrive regularly 
as the “system” intuits my needs. 
My point is that we are now creating 
online neighborhoods and nations of 
like-minded people, and these nations 
and neighborhoods often seep into the 
real world at conferences and meet-
ings. It’s happening not just in our own 
field, but in every field, domain and 
discipline we serve. And it’s such an 
improvement on the old model! It isn’t 
just happening to us—it’s happening 
to everyone in every profession, activity 
and discipline. 
Our great opportunity is to insert our 
skills as information professionals and 
librarians into the virtual networks and 
eco-systems of the users and groups we 
want to influence. We have something 
to offer that’s very valuable. Our chal-
lenge is to do this well without being 
perceived as self-interested, needy, or 
annoying. So, just like in high school 
(arrghh, remember those days?), we 
have to learn by doing, by trial and error, 
and penetrate the perceived boundaries 
of society, domain, industry, sector,
field, department, workgroup, and dis-
cipline and build relationships. 
The Rules of Diplomacy 
This sounds a lot like the international 
diplomacy of old. What, then, are the 
rules of diplomacy? Following are some 
rules adapted from www.peace.ca/ 
diplomacyrules1.htm. 
Be realistic. Have goals and solu-
tions that are reachable and results that 
are provable. Keep in mind that other 
professions have other needs and goals 
to worry about. Show them, don’t tell 
them. 
Be careful what you say. Plan your 
communiqués carefully—the words you 
choose can make all the difference. 
Use the specialized language of librari-
anship sparingly. Be diplomatic. What 
we see as a mistake may be a valid path 
of exploration to others. 
Seek common ground. Finding com-
mon ground is the pathway to a relation-
ship. The common ground between you 
and your (non-librarian) target might be 
somewhere on his or her research path 
but not necessarily in the mainstream 
expectations of your role. Be flexible 
(but stay in character)! 
Understand the other side. Make 
sure you look at the issue through the 
other person’s eyes. Success is tied to 
understanding the viewpoints, motiva-
tions and goals of other professionals. 
Respect other professions’ cultures,
true contexts and value systems. 
Be patient. Being overly anxious
to serve can make others nervous or 
uncomfortable and push them into say-
ing no, disengaging, or making bad 
decisions. Let the relationship grow. 
Leave avenues of retreat open.
Everyone knows you shouldn’t corner 
an animal unless you want it to fight. In 
that same vein, people do not like to be 
put in a position where they are being 
ordered to do something without being 
given any options. Offer choices instead 
of single solutions. Advice and context 
are more valuable in a professional net-
work than mere information objects like 
links and articles. Leave or disengage if 
you can’t add real value. 
Give a gift. When working in differ-
ent cultures or when attempting to gain 
introduction, trust, or entrée, give a 
gift. That’s spectacularly easy to do in 
our profession. I’m not talking about 
a presentation piece of lovely Inuit
sculpture—the gift should be appropri-
ate and generous. 
Librarians excel at this. We answer 
questions for free. Answer someone’s 
question in a forum. Offer advice or an 
insight. (What you see as obvious to 
librarians often isn’t that clear to other 
professionals.) Develop a reputation in 
your target networks for generosity and 
intelligence. Good answers, advice, and 
information are gifts. 
So, just as those borders on maps 
are created by humans and don’t actu-
ally exist except by mutual agreement, 
the borders between librarians or other 
information professionals and groups of 
our users are constructs of our minds. 
When you know you can make a big 
difference in the world of other profes-
sions, other industries, or other sectors, 
do so. SLA 
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INDUSTRY EVENTS 
NOVEMBER 2011 
1-3 
Enterprise Search Summit Fall 2011 
information Today 
washington, d.C., USa 
www.enterprisesearchsummit.com/ 
fall2011/ 
KMWorld 2011 
information Today 
washington, d.C., USa 
www.kmworld.com/kmw11/ 
2-3 
SharePoint Symposium 
information Today 
washington, d.C., USa 
www.sharepointsymposium. 
com/2011/ 
14-16 
Pharma-Bio-Med & BioSciences 
Information Conference & Exposition 
pharma-bio-Med & biosciences 
international institute for 
information professionals 
Mestre-Venice, italy 
www.pharma-bio-med.com 
DECEMBER 2011 
5-9 
55th Military Libraries Workshop 
(MLW 2011) 
Military libraries division of Sla 
norfolk, Va., USa 
military.sla.org/conferences-
workshops/mlw-2011/ 
20-24 
ALA Midwinter Meeting 
american library association 
dallas, Texas, USa 
www.alamidwinter.org/ 
MARCH 2012 
20-22 
AIIM Conference 2012 
San Francisco, Calif., USa 
21-23 
Computers in Libraries 2012 
information Today 
washington, d.C., USa 
www.infotoday.com/cil2012 
WEBINARS: 
Tuesday, 15 november 2011 
Social on the Edge: The Best Social Tools You May Not Have Heard Of 
presenter: Scott brown 
Most people are familiar with Facebook, Twitter, linkedin, and youTube, 
and how to find information in these tools. in this session, you’ll look at 
some unique and lesser-known tools and apps and discover why you might 
want to use them for information and research. you’ll also look at a few 
tools that may be familiar to you but which you may not have thought 
about for business, industry, and competitive information. The webinar 
will conclude with a brief talk about the rise of mobile apps and also look 
at the state of emerging tools in the social space. 
Critical learning Questions: 
•	 Which social tools (besides LinkedIn, Twitter, Facebook, and YouTube) 
do i need to know about as a researcher? 
•	 How can I use non-mainstream social tools to find business and 
competitive information? 
•	 How can I more effectively find information in Twitter? 
•	 What are the latest social tools? 
To register, visit www.sla.org/content/learn/members/ 
webinars2011/15112011.webinar.cfm. 
25-28 JANUARY 2012 
SLA Leadership 
Summit 2012 
atlanta, georgia, USa 
 
 
 
 
 
 
 
	 	 	 	 	 	 	 	 	
	 	 	 	 	 	 	 	 	 	 	
	 	 	 	 	 	 	 	
	 	 	 	 	
 Can’t attend a live webinar? 
you can view webinar 
replayS. These 90-minute 
seminars from our Click 
University programs were 
recorded as they occurred, 
so you’ll get the complete 
experience of the original 
session. Visit www.sla.org/clicku 
for more information. 
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Here, the innovators
are inspired. 
The innovators start with ProQuest Dialog™. Designed to support innovation across the enterprise,
ProQuest Dialog delivers critical information to help your organization discover new opportunities, 
validate the uniqueness of inventions, and bring new products to market. It’s a fresh approach to 
precision searching based on relevancy, transparency, control, and completeness. Because, when you 
have the right information, there are no limits on what you can do. 
Discover. Validate. Market. Innovate. Learn more | www.dialog.com/proquestdialog
DialogLLC 
